


















BOOT an SHOE 
RECORDER 


with which is combined The Shoe Retailer 
Copyright by the Boot and Shoe Recorder Publishing Co. 


VOLUME 106 OCTOBER 20, 1934 NUMBER 7 


In This Issue 


F 











Voice of the Trade......................... The Week's Comment, Told in Brief... . II 
The Split Skirt—And Shoes to Fit the Picture.... By Ruth Harrington ................... 14 
Take Special Care of the Kiddies............. ES ee 16 
Signposts of Progress................ opens _. By Harry R. Terhune .................. 18 
Let's Prevent Colds—A Cooperative Campaign. By R.E. Andruss...................... 20 
The Editor's Outlook....................... By Arthur D. Anderson.................. 22 
. Attractive Backgrounds Make Good Windows... __ Ideas for Shoe Stores.................. 24 
Mostly About. Hollywood................... By J. Edward Tufft .................. . 28 
N.S.R.A. News Bulletin.................... . Activities of the National Association...... 32 
Fashion Copy Features Fall Ads.............. What Outstanding Stores Are Saying..... 40 
CET Ree oy ere ere What's Doing in the Shoe World.......... 49 
On the Selling End....................... News of the Shoe Travelers.............. 54 


EVERIT B. TERHUNE, President 


WILLIAM M. LEBRECHT, Vice-President ARTHUR D. ANDERSON, Editor 


and Treasurer RAYMOND L. FITZGERALD, Managing Editor 
Vice-Presidents OWEN A. THOMAS, Associate Editor 
H. WALTER SCOTT 
BERNARD C. BOWEN HARRY R. TERHUNE, FIELD EDITOR 


LAWRENCE F. DUTTON 


ARTHUR D. ANDERSON, Secretary RUTH HARRINGTON, Fashion Editor 
Directors JOHN J. REILLY, Art Editor 
in addition to above-named officers JOHN S. MEKEEL, Feature Editor 


HUGH M. BOWEN, SAMUEL G. KRIVIT 


¥ 


Published by 
BOOT AND SHOE RECORDER PUBLISHING CO. 
239 West 39th Street, New York City 





BOOT AND SHOE RECORDER, October 20, 193% 






You couldn’t offer her 
more Value for 5 and 6 dollars 


Nowhere will you find a line of shoes that em- 
bodies more features that go to make up extra 
value per dollar . . . fit, select materials, smart 
styling, special construction that means comfort 
and longer wear, skilled shoemaking, factory co- 
operation, sound management and financial sta- 
bility. This extra value means safe profits for 
you. Tweedie Footwear Corporation. Jefferson 
City, Mo. Shoemakers since 1874. 


sain | 


ALLUR FOOTWEAR 


] is the result of high intention, sincere 
Qus wy effort, intelligent direction and_ skillful 
execution; it represents the wise choice of materials, the 
cumulative experience of many skilled craftsmen, and it 
marks the quest of an ideal in the creation of something 


useful. The achievement of quality is not an accident. 


NO. 1292-2) FROM THE LINE THAT SELLS 
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A TRUE story that happened 
down in Texas the other day. 
A young lady went into Neiman- 
Marcus (one of the better depart- 
ment stores in Dallas) and asked 
for a pair of shoes. She was, she 
told the sympathetic clerk, to be 
married, and she wanted the very 
best pair of slippers for her wedding 
ensemble that money could buy. 











The first shoe that he showed her 
was a Palter-Deliso sandal and she 
completely lost her heart to it. The 
clerk took out his sales book and 
pencil and started to make out the 
sales slip. He noticed that the young 
girl seemed excited but attributed 
it to the approaching ceremony. 
“Do you mind,” she asked, “if we 
go over and sit down at that table?” 
The clerk didn’t mind. Imagine his 
astonishment when she plopped a 
leather bag down between them and, 
sitting down, began to count out 
penny after penny. Eighteen hun- 
dred and fifty of them! “Ever since 
I was a little girl, I’ve been saving 
these pennies to buy my wedding 
slippers,” she blushed. “It’s taken 
me about twenty years.” 












gil TOMLINSON, secretary of 
the Incorporated Federated As- 
sociations of Boot and Shoe Manu- 
facturers of Great Britain and Ire- 
land, had a glorious visit to shoe- 
making America and now tells us: 

“Whilst there will always remain 
certain differences in the conduct 
of the shoe industry in the U. S. A. 
and Great Britain, there are some 
fundamental common interests 
which ought to bring us together 
more often and more closely. Noth- 
ing is lost by an interchange of in- 
formation and honest viewpoint, in 
fact much can be gained by such 
exchange. I can only hope very 
earnestly that my visit has not only 
cemented many good relations es- 
tablished by correspondence in the 
past, but has served to extend them 





by personal interviews which I 
have been honored and privileged 
to make. 

“On all hands I received nothing 
but the very greatest courtesy 
and assistance. A very high stand- 
ard of hospitality and kindliness 
has been set which we on the other 
side of the Atlantic will endeavor 
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trade 


to live up to, when opportunities 
arise for reciprocation.” 
* * * 


al you come to New York 
you really should pay a visit 
to Charles H. Brown of the Special 
Feature Shoes, Inc., 590 Fifth 
Avenue. He is doing more for the 
relief of feet that have developed 
enlarged joints on either the inner 
or outer side of the ball of the foot 








or on the instep than any other 
single individual specializing on 
service to bunion joints exclusively. 
It is amazing to learn that the store 
can be operated on the theory that 
there are enough people with foot 
joint enlargements to make a Fifth 
Avenue business thereon. Mr. 
Brown says: 

“Based upon this experience, 
coupled with observations of people 
on the streets, in hotels, social 
gatherings, along the beaches, etc., 
I am confident that at least fifty 
million—or nearly one-half of the 
population of the United States—are 
afflicted with either incipient or 
well - developed bunion - joint en- 
largements on the inner side or the 
outer side of their feet—or both. 

“And in several millions of these 

















cases there also will be found what 
is called ‘hammer-toes’ and other 
toe deformities. Add to this the 
other millions of instances where 
only painful corns exist and we 
have the setting which justifies the 
harrowing title of ‘The Greatest 
Crime Ever Committed Against the 
People of a Nation.’ ” 


* * * 


AWRENCE A. SCHOEN, presi- 
dent of the Wise Shoe Company, 
Inc., says: 

“The change to the multiple price 
field was not done hastily or with- 
out long conferences and serious 
study. In the Fall of 1932 Wise 
shoes were offered at $3.50, $3.98, 
$4.50 and $5.50, and these prices 
prevailed for nearly two years. 

“In the Summer of 1934 our 
analysis of general conditions led us 
to believe that things had changed 
considerably from the situation we 
had to face in 1932. The economic 
strata of markets are no longer 
distinct and clear cut from the 
standpoint of what women are will- 
ing to pay for merchandise. From 
a shopping standpoint the ‘Colo- 
nel’s lady and Judy O’Grady’ are 
truly sisters under the skin. 

“With women constantly weigh- 
ing merchandise in terms of value 
to themselves rather than in terms 
of a definite price range, we felt 








that it was no longer necessary to 
point specific prices at specific 
markets. Multiple price lines now 
duplicate investment without 
broadening the customer base suf- 
ficiently to justify the expense. 

“We further felt that a return 
to higher prices generally is too far 
in the future to play an important 
part in present plans. It appears 
inevitable that improvemenis in 
manufacturing processes will come 
and be passed on to the consumer 
in relatively lower prices. 

“We feel that we have a right to 
seriously doubt that Wise shoes 
will ever again be sold in volume 
at $6.00 unless we have outright 
monetary inflation. Therefore, we 











LAUGH, 
CLOWN, 
LAUGH 


Sa Cay 
a 


—What greater gift, what more saving 
grace, than a sense of humor! 

—We materialistic moderns are inclined 
to figure our wealth in terms of money 
and things; but how many of us figure 
that health and happiness and a sense 
of humor are wealth of a very definite 
sort. 

—At a recent Authors’ Congress held in 
Moscow, Soviet writers were urged "to 
make people laugh." 

—They were told that the time has come 
to mix humor with facts. 

—I know but very little about Soviet Rus- 
sia, and am not muchly in sympathy 
with that little; but | do take my hat 
off to the Bolshys for their willingness to 
recognize the right of the people to 
laugh and joke more than they do. 

—I have seen no signs of humor in the 
Hitler regime, and even less in the 
Mussolini regime; but America is always 
ready to laugh, to jibe and to joke. 

—Our sense of humor may be a bit rough 
at times, but it's genuine and infectious. 

—Don't let us lose our greatest heritage— 
the knack of getting a smile out of 
human nature and its lovable frailties. 

—Laugh, Clown, Laugh. 


President. 














feel it is no longer good judgment 
to handicap our present sales to 
keep a higher price anchor for the 
future. A higher price future is 
too remote, barring startling gov- 
ernment action. 

“Effective September Ist Wise 
shoes were offered throughout the 
country at the single price of $3.98. 
The advantages of the one price 
policy enjoyed before, are ours 
again. Merchandising becomes 
simpler—overhead is reduced. We 
feel that we are returning to a 
fundamental successful price policy 
that has been built up in customer’s 
minds over a period of years.” 


* * * 


COCKTAIL salute to Rhea 
Nichols, stylist of the Allied 
Kid Company, was raised in her 
honor at a party given by Shoe & 
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Leather Stylists at 210 Madison 
Avenue, New York City, on Oc- 
tober 9th. Miss Nichols is on a 
fashion pilgrimage to the style cen- 
ters of Europe and left on the S. S. 
Rex on October 13th. 

Evelyn Zinitti, versatile stylist, 
was the hostess. These trade teas 
are getting to be the friendly gath- 
ering places of the trade. Invited 
guests also included prominent 
manufacturers and merchants. 


* * * 


CTOBER 25th is St. Crispin’s 
Day, ‘in honor of the Roman 
nobleman who took up shoemaking 
to earn a living while preaching 
the gospel. There were two broth- 
ers Crispin, both craftsmen, one 
perhaps a little more proficient in 
mending soles and the other in sav- 
ing souls. 

It is time to honor the craftsman 
St. Crispin and to make of October 
25th a great shoe day. Before an- 
other year rolls by we hope the 
movement will be well afoot to em- 
phasize October 25 as a day for the 
consideration of craftsmanship. To- 
day’s standards of craftsmanship 
are not what they used to be “in 
the days when the builders wrought 
with greatest care,” perfecting each 
unseen part. 

To again put emphasis on qual- 
ity and craftsmanship, we propose 
to make it a National Quality Day. 
For centuries shoemakers’ guilds 
made it a holiday. It is for us to 
restore it as a quality day. 


* * * 
AROLD F. BALLOU of F. E. 


Ballou Company, Providence, 
R. I., attended the executive com- 














mittee meeting of the National 
Shoe Retailers Association as proxy 
for his famous dad. In the pre- 
liminary conversation about this 
and that, the subject was brought 
up of New York City attempting a 
municipal lottery as a_ painless 
form of taxation. 

Mr. Ballou was asked his opinion 
of the effect of lotteries and race 


































tracks on retail sales. He indicated 
that merchants in the towns in and 
around the new Narragansett Race 
Track showed a definite loss in re- 
tail sales in all commodities due 
to the withdrawal of public money 
and interest in race track gambling. 
The inevitable consequence of lot- 
teries and gambling is the spend- 
ing of money, that should be used 
for such necessities as footwear, in 
the purchase of chances that usu- 
ally lead to losses. Some of the 
merchants of Rhode Island have ex- 
pressed themselves as being in 
favor of discontinuing the betting 
privilege because of the serious in- 
roads into public purchasing 
power 











OME shoe stores now have their 

signs insured, especially those 
signs of the electrical sort which 
cost anywhere from $10. to $1000 
or more. The insurance companies 
assume the risk of them, insuring 
them against hurricane and storms, 
breakage during street riots or cele- 
brations, as well as fire and theft, 
or even the chance that something 
on the roof, or an airplane above, 
will drop down onto them. The 
companies also insure against the 
risk of the sign falling down and 
cracking somebody on the crown. 


* * * 


lenge General Hugh S. John- 
son gets too far from the con- 
temporary scene,” suggests Orson 
Wagon, “credit should be given 
him for the presence of a lot of 
enchanting newcomers among 
United States trade associations. 
Since codes became mandatory, 
some 250 associations have been 
formed, including the Sash Weight 
Association, the National Associa- 
tion of Silk Tennis String Manu- 
facturers, the National Manufac- 
turers of Flannelette Nightwear, 
the Glassine and Greaseproof 
Manufacturers Association, the Bias 
Tape Institute, the Men’s Hat Lin- 
ing and Trimming Association, the 
Decorative Pillow Manufacturers 
Association, the Coffee Bag Manu- 
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facturers Association, the Fountain 
Syrup Institute of America, and the 
Association of Batting Manufactur- 
ers of the United States.” This, it 
seems to us, is just scratching the 
surface. How about the Massa- 
chusetts Association of Silk Tennis 
String Manufacturers for 1314- 
Ounce Rackets? —F.P.A. in Con- 


ning Tower. 
* * * 


OSCOE S. CONKLING, former 

Deputy Administrator of the 
NRA, in charge of the shoe and 
leather codes, has presented the out- 
line of a plan to meet the emer- 
gency drought cattle hide and skin 
situation. His proposal is to “or- 
ganize a corporation which will be 
the legal entity of the combined 
shoe and leather industries, which 
can negotiate, contract, trade, buy 
and sell and be prepared to work 
directly with governmental author- 
ities.” He says: 

“The grave error of some boot 
and shoe manufacturers, and some 
tanners, I fear, is the thought that 
they have definitely damned this 
flood of hides when, as a matter of 
fact, they have simply built up a 
fragile temporary obstruction to it. 
I hope they will see this because 
it is inconceivable that the Govern- 
ment can hold these hides indefi- 
nitely and when they do have to 
move them out of storage there has 
got to be some orderly method of 
doing it; and the method of doing 
it must be supervised by the co- 
operative effort of tanners, boot and 





shoe manufacturers and retailers; 
otherwise, the deluge, I fear.” 


* * * 


HE Bureau of Agricultural 

Economics says: “Cash income 
of farmers during August was esti- 
mated at $572,000,000, of which 
$499,000,000 came from the sale 
of farm products, $47,000,000 from 
rental and benefit payments, and 
$26,000,000 from emergency pur- 
chases of cattle by the government 
in drought areas. The total income 
was $78,000,000 above a month 
ago, and $159,000,000 above that 
of a year ago. Income from all 
sources during the first eight months 
of this year totaled $3,642,000,000, 
or an increase of $717,000,000 over 
a year ago.” 

* * * 

HE LaSalle Extension Univer- 

sity in its Business Bulletin for 
October, says: 

“There has been a steady shrink- 
age of inventories during the Sum- 
mer months. A policy of restricted 
production has prevailed. The situ- 
ation on October 1 represents one 
of much greater depletion than the 
figures given as of June 30. No 
matter which party shows political 
gains, production is bound to be 
brisk during the fourth quarter in 
order to catch up with demand. 

“Support for the belief that an 
improvement in business volume is 
impending is found in the consist- 
ent increase in commercial loans 
which have continued to gain week 
by week since the first of August.” 














"Psst. Look your worst; | understand 





he's another slipper manufacturer." 


SLIT SKIRT... 
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Photograph Courtesy Palter de Liso 


THIS Winter’s fashion of the slit skirt obviously 
focuses attention on shoes. It is very largely respon- 
sible for the new activity in dinner and evening types 
of footwear, since it reveals what used to be almost 
entirely concealed by floor-touching and floor-trailing 
evening dresses. But on these two pages, we go a step 
further and suggest that certain types of shoe patterns 
be promoted to go with various types of slits. 

With a dress slit in front, the most effective choice 
is a slipper with its interest focused at the front of the 
foot. When the dress slit occurs at the side or side- 
front, then the shoe detail can well be at the side, while 
a back slit certainly calls for something going on at 
the back of the shoe. Whichever angle of the slipper 
is brought into prominence is the logical place for the 
concentration of design interest. 

Why not ask the customer, when you sell her a cock- 
tail or evening shoe, whether she happens to want it 
for a slit skirt . . . and then point out to her the nicety 
of having slippers to fit the particular kind of slit. 

The sketches on the opposite page illustrate this idea. 
They might serve as the basis for a window display, 
with large outline sketches of skirt hems in the back- 
ground and the corresponding slippers grouped in 
front. 


In some cities, slit skirts have already been done to 


In this cocktail shoe the designer has taken the theme 
of the slit skirt and carried it out in a slashed oxford. 


death—worn for every hour of the day—slit out of 
all bounds in the worst possible taste! But discreet 
slits, confined to long-skirted dresses, remain good 
fashion at all price ranges, and are the most important 
distinguishing feature of this year’s formal fashions. 
The front slit is the favorite form of the idea; the side 
slit the next most popular, with side-front and back 
also often seen. In every shoe stock there will be 
slippers that correspond. 

There is an interesting parallel to be drawn between 
1934-35 types of evening shoes and those which were 
worn when slashed skirts were last in vogue, in the years 
just preceding the war. Irene Castle was the first 
fashion lady of the land in those days. And you re- 
member the pumps with the crossed ribbons and the 
Cothurne slipper laced across the instep and tied around 
the ankle which she made famous. 1934 Ghillie San- 
dals, open oxfords and anklet straps are very remi- 
niscent of those slippers that tangoed so smoothly at 
Castle House. The pump with a high buckle was an- 
other one of her favorites. Buckled pumps are also 
being revived. If you were in the shoe business in 1914 
and have kept illustrations or samples of the shoes you 
sold then, it would be amusing to compare them with 
this year’s models. And here is another possible theme 
for a display in your windows. Twenty years later 
. .. and fashion history repeats itself! 
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And 
SHOES to FIT the PICTURE 


RUTH HARRINGTON 


Why not ask the customer, when 
you sell her a cocktail or evening 
shoe, whether she happens to 
want it for a slit skirt... and then 
point out to her the nicety of hav- 
ing slippers to fit the particular 
kind of slit? These sketches illus- 
trate this idea. They might serve 
as the basis for a window display, 
with large outline sketches of skirt 
hems in the background and the 
corresponding slippers grouped 
in front. 

















From now on, as selling in formal 





clothes develops, slit skirts will be 
increasingly important. And selling 
shoes to go with them offers many 








interesting promotional possibilities. 
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Care 


of the Kiddies... 


FANNING STORE .. . 


b. A 


. * * . e. . e 


Oak Park, III. 





J. FANNING of Oak Park, Ill., nourished the idea when he 

*was “working for the other fellow" that he would like to start 
in the shoe business for himself, and put his own ideas into execu- 
tion. He prepared himself with that thought in mind. Saved his 
money for The Day. Shopped around for two years for the best 
store location he could find. Finally he signed a lease in 
a new section which had only two shoe stores and a few 
other stores, but which, in Fanning's mind, had great possibilities. 
Then threw up his job as assistant at Foster's in Chicago to start a 
new kind of store in a new community. Fellow workers said he was 
crazy to toss away a certainty for an uncertainty. 

It was no uncertainty to Fanning. 

That was seven years ago. Now he is one of the respected 
business men in Oak Park. Lives in a nice modest home. Married 
and has four fine boys. 

His philosophy of life is: "A man must not only have ability but 
he must work. If he has ability and does not work, or if he works 
unintelligently, he will not get very far." In this article Mr. Fanning 
tells how he made his store successful. 


OPERATING a shoe store is like driving an automo- 
bile. The store is the car itself. The stock is the gas. 
The service is the oil. 

This business was built on a sincere effort to fit shoes 
properly and to give superlative service. As in the 


case of buying a car, great thought was given to the 
stability and appearance of the machine, for we de- 
sired our car to stand up for a long, long while. 

Now if this car is to run right, it must have the right 
kind and amount of gas and oil, so in the very begin- 
ning, sources of supply were selected which are still 


being used. And as for the service, the steady growth 
of the store, the type of customers who are attracted to 
the store and their continuous patronage is proof of 
the service rendered. 

When this store was established here in 1927, there 
were two family shoe stores in this section, plus.a few 
stores in other lines of business. In 1929, Marshall 
Field erected a fine branch building. Then came The 
Hub, The Fair, Walk-Over, Feltman & Curme and a 
host of others, until, within a short time, there were 
some 14 shoe stocks in our village. Competition never 
bothered us, as we were very busy right in our own 
shop. 

Frankly, we liked the idea of the better stores com- 
ing in, as they gave the business center real tone and 
character. Then their ideas of doing business had their 
origin in the same source as where ours came from, so 
we got along fine. 

In a community such as ours, the children’s business 
is the real feeder for the adult business. During the 
seven years of business existence, this store has made 
a real effort to fit all feet, children’s feet especially, as 
they should be fitted and to dependable shoes. 

This store never buys sale merchandise, never had 
a pair of factory close-outs, never sells a pair of shoes 
below cost, and, during its seven years of being in bus- 
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And Your Growing Adult Shoe 
Trade Will Take Care of You 


E. J. Fanning of Oak Park, Ill., Operates on 

the Principle That the Juvenile Department 

ls a Feeder for His Shoe Store, and Results 
Show the Soundness of His Theory. 














FANNING’S SHOES 





People 


are often judged by the 
company they keep 


Fanning Shoes - 


. d by the reput: 
ie may be fale ers whose 
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Rice O’Neil Shoe Co., St. 
Louis, has been added to 


1087 Lake S. list of women’s shoe lines. 








iness, has given away just 18 pairs of children’s shoes 
to charitable institutions in order to clean up its stock 
of odds and ends. 

It is possible to operate a children’s shoe department 
in a town of 70,000, with some of the keenest competi- 
tion in the country within a couple of blocks, and to 
make a real profit as well as get a fine turnover. 

To illustrate with one shoe, a white buck boot. This 
shoe showed 14 pairs in stock on the last inventory. 
During this current year 177 sizes have been bought, 
making a stock turn of 15 times. This shoe is carried 
in B, C, D and E widths. 

A stock is never kept so thin that missed sales will 
result. When the season comes on, good selling sizes 
will be built up, and when it eases off, one pair on a 
size is kept. 

It is only after boys and girls start going to school 
that they begin to worry about style. At that, we try 
to make our stock 75 per cent staples and to have just 
enough novelties to show. A little novelty oxford or 
a strap will tone up a line a great deal. No pumps 


are carried until the growing girls’ runs are reached. 
Straps and oxfords will satisfy smaller children 90 per 
cent of the time. 
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E. J. FANNING 


In children’s shoes under size 12, the sale of boots 
is very important the year ’round. The experience 
here has shown that the smaller children in many cases 
cannot be fitted as large as they should be in low shoes. 
There are more complaints from children of pre-school 
age about out-growing low shoes than in the case of 
the larger youngsters. The reason is that the little 
kiddies cannot be fitted in low shoes to the extra size 
which they require for rapid growth. Then, again, the 
amount of pronation in children of this age is aggra- 
vated by tight-fitted low shoes. 

It is a real job to convince mothers and relatives of 
the need of wearing high shoes the year ’round, as they 
think the low shoes look better. When selling children 
their first walking shoes and until they reach six years 
old, it is best to frankly tell parents the reason for sug- 
gesting high shoes. 

In selling the better grades of shoes to an intelligent 
clientele, our job along this line is possibly easier than 
in some other stores. Parents appreciate this informa- 
tion even before they have proved the facts to their 
own satisfaction. They appreciate, too, the extra wear 
the shoes give, as well as the satisfaction experienced. 

| TURN TO PAGE 44, PLEASE] 








F ROM Michigan we swing South into Indiana. Battle- 
ground of many a hard-fought conflict, political and 
economic. A typical American commonwealth. Here, if 
anywhere, we may expect to get a fair picture of what 
is taking place in retail business, under the stress and 
strain of new conditions. True, we don’t get much of 
a picture of what Indiana shoe men as a whole are 
thinking in these perplexing times, as we cut across the 
northwest corner of the state, pausing only, at this 
time, to say “Hello,” to a few old friends, and then on 
to Chicago, our immediate objective. We'll get the 
picture of southern Indiana a little later on. But, for 
the moment it’s interesting to get the reaction of some 
of these Hoosier merchants, before passing on. 

This particular corner of Indiana is affected largely 
by its close proximity to Chicago, teeming metropolis 
of the Mid-West. Chicago competition reaches out into 
this locality and constitutes a problem with which the 
local merchants have to reckon. 

It takes courage to open a new shoe store or even a 
leased shoe department: in this section of Indiana these 
days, but C. C. Armstrong is sure that his “Shoe Box” 
in Newman’s, South Bend, will prove successful. Yet, 
Mr. Armstrong says that when he came to South Bend, 
he did not even consider competition. “We operate as 
though there was not another shoe store in town. We 
are not trying to compete with anyone, but are trying 
to sell the kind and type of shoes we like to sell. 
“While the store has only been open a few months, 
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we find that there is a definite place for smart shoes 
for women to retail from $6.75 to $10.75. We know 
that if we give the trade smart shoes and fit them right, 
we can save many from going to Chicago, in spite of 
the many good shoes now being sold right here in South 
Bend by good shoe men. Our experience in Field’s, 
Chicago, taught us to be style-minded, to be able to 
advise as to the different shoes to be worn with evening 
clothes and cocktail dresses. Lots of sales may be 
saved through an understanding of style trends and by 
being able to give sympathetic, understanding style in- 
formation,” concluded Mr. Armstrong. 

Here in South Bend is another substantial shoe mer- 
chant who believes that he owes something in the way 
of real consideration to his old trade. Within the past 
two years Paul Kuehn noted an increasingly large num- 
ber of complaints. None of them were really justified, 
but they were complaints just the same, and from cus- 
tomers who had been on his books for years. 

In studying over this problem, Mr. Kuehn discov- 
ered that many of these customers had bought from 
six to eight pairs of shoes a year from him; further- 
more, they had paid him around $10.00.a pair. Now 
they were down to one or two pairs and were buying 
footwear for $6.00. Sifted down, this condition meant 

















that the trade just did not have the money, so were 
trying to stretch their shoes over too long a period. 

Mr. Kuehn felt that he owed a debt to these people 
who had been close friends of the store for so long, so 
he went a long way in satisfying them. And to his 
credit, it must be said that no outside help from fac- 
tories was solicited on this score. 

With the changed conditions, Paul Kuehn feels that 
he now has a further duty to this loyal trade of his. 
The shoe cupboards of these good people are now bare. 
The duty of the store is to restock these cupboards. 
Many two and three-pair sales of better shoes are being 
made by the understanding and sympathetic Kuehn 
sales force. There is no store sales contest or anything 
of the sort, neither is there any high-pressure selling. 
There is just a common-sense understanding of the 
situation. 


One of the first shoe men I talked with in Chicago 
was W. J. Gibbs, known by reputation everywhere as 
the successful head of the shoe division of Marshall 
Field & Co. Quality of merchandise and service is the 
foundation stone on which Mr. Gibbs has planned and 
built his structure of successful retailing. Said he: 

“We have made many new customers because we 
have had something that some of the good shoe stores 
in the Chicago trading area had ceased to carry—plenty 
of good quality shoes. 

“Everyone has a reputation for something. If a 
business has a reputation for having a complete stock 
of quality merchandise, it must either live up to that 
reputation or go out of business. 

“Salesmen on the floor say that our specifications 
for shoes are too good. We are not afraid of that, and 
will not be afraid of it until we hear serious objections 
from our customers. 

“The shoe business must standardize itself and not 
jump helter skelter. Selling shoes is a profession in 
fitting, a technical job in selecting materials and a 
highly specialized job in selling the finished product.” 

In the many years that Otto Hassel, of Hassel Shoe 
Co., Chicago, has spent in the shoe retailing business 
he has noted three great cycles in retailing. First came 
the department store with its ruthless advertising, then 
the mail-order houses and lastly the chains. Right now 
we are in the midst of a fourth cycle, out of which will 
come another new type of retailer. 

Shoe retailers must face conditions as they exist, and 
remember, among other things, that they cannot legis- 
late chains out of business. The public, this veteran 
merchant pointed out, is smart, and is going to buy its 
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A running story of shoe retailing today on 
the Main Streets of America as observed 
by HARRY R. TERHUNE, Field Editor of 
BOOT AND SHOE RECORDER. Mr. Ter- 
hune cuts across Indiana, en route to 
Chicago, interviews several Hoosier mer- 
chants, and then surveys the Chicago 
retail picture 


merchandise where it can be best served. These are 
real interesting times in which to do business and all 
that one needs to do to succeed is to work, Mr. Hassel 
maintains. And by work he means headwork princi- 
pally, for the retailer who really goes ahead under the 
conditions that exist today must be a thinker and a 
planner. 

Named lines, including trademarked names that have 
a good reputation in the trade, are best for any store 
to feature whether it may be a department store or 
specialty shop, is the conviction of E. Blomquist, 
women’s shoe buyer in the Davis Store, Chicago. 

Continuing, Mr. Blomquist expressed the belief that 
the only way to get business is to give the trade some- 
thing the other fellow does not have. 

Blomquist thoroughly believes that several brands of 
shoes aid the selling of the individual brand. It was 
only a short while ago that the top retail price in this 
store was $6.50 for women’s shoes. The sales force 
was scared to death to even show the $6.50 shoe. At 
the present time the department is showing a range of 
shoes selling from $4.00 to $9.50. The lower priced 
shoes have been set up in a special department, while 
the other three price ranges are sold in the main selling 
As Mr. Blomquist so aptly puts it, “Why 
should I go into competition with cheaper stores when 
I can develop a sweet repeat business on good shoes. 
I know if I handle advertised lines right, keep them 
well sized up and do a good publicity job, the depart- 
ment will show a good profit for the house.” 


section. 


During the past few years, according to observation 
[TURN TO PAGE 61, PLEASE | 
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“Lets Prevent Colds’ 


A Cooperative Health Campaign 


Here's a valuable contribution to better 
health in your community that will in- 


crease the sale of protective footwear 


HERE’s a co-operative campaign for better Winter 
health that will win the endorsement and cooperation 
of physicians, health officials, and every other thinking 
person in your community. 

At the same time it will have a definite influence in 
increasing the sale of protective footwear, though the 





LET'S PREVENT COLDS / 


PAYS THE PENALTY/ 






























































», Ask for Your Copy of , 
LET'S PREVENT COLDS 


Its Free at any of these stores” 











“By R. E. ANDRUSS 


“plugs” for this merchandise are only a part of this 
“Let’s Prevent Colds” campaign. 
Included in the program should be— 

1—Series of appropriate ads. 

2—Folder—‘“Let’s Prevent Colds.” 

3—Talks to school children. 

4—Letters to women. 

5—Short radio talks. 

6—Stickers and streamers, “Let’s Prevent Colds.” 

7—Articles by physicians, and health officials. 

8--Your own store’s Protective Footwear ads. 


The main program can be confined to one week— 
with the ads repeated at intervals during the Winter 
as reminders—or other editorial-style ads on the sub- 
ject may be prepared for weekly insertion, as a follow- 
up campaign. 

Suggestions for editorial ads are given; they should 
be about three columns, ten inches in size to be effec- 
tive. Individual store ads for protective footwear can 
be run at the same time. 

The folder “Let’s Prevent Colds” gives on its inside 
pages simple suggestions for preventing colds. An ad 
separately printed, for protective footwear, can be 
inserted by each store distributing the folder. 

Arrange with principals of schools to make short 
talks on “Let’s Prevent Colds” to the scholars. Statis- 
tics showing how many were absent last Winter because 
of colds will be good material. Or the speakers can 
ask, “How many of you were absent with colds last 
year?” 

Letters to women should read something like this: 

Dear Madam:— 

We would like to have your cooperation in one of 
the most important health campaigns ever undertaken 
in (town name). 

We want to prevent as many colds as possible among 
both children and grown ups this Winter. 

Colds take more dollars and cents out of our pockets 
than any other sickness—more time is lost from school 
and work because of colds than from any other cause. 

You can help, by persuading members of your family 
to do those things that help to prevent colds. A folder 
giving 12 preventatives may be had at any of the stores 
listed below. 

If you will cooperate with us, please sign and leave 


the enclosed card at the store where you ask for the 
folder. 


The card may read: 


I believe that the prevention of colds will save a 
great deal of unnecessary worry and expense, and I 
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will cooperate with you by persuading members of my 
family to guard against colds. 
Name 
Address 


These cards, signed and returned, will make an excel- 
lent article or ad under the heading: “8,656 Women 
Join Crusade Against Colds!” 

The radio talks can be short and snappy, based on 
statistics and facts about colds—possibilities of pre- 
vention and a mention of the folder. 

Health officials and physicians should be willing 
and able to contribute articles or information for 
articles that can be written up by the paper. Get to 
the bigger men first; the others will follow. The news- 
papers should cooperate by. featuring these articles. 

Individual store ads featuring protective footwear 
should be planned with utmost diplomacy. If the 





1934 





21 









LET'S PREVENT COLDS / 





Lost / A Good Job/ 






































1. Ask for Your Copy of 
LET'S PREVENT COLDS" 


Its Free at any of these stores: 











Complete copy for above ads on page 46. 


public feels too strongly that “Let’s Prevent Colds” is 
only a publicity stunt, the benefits to both public and 
retailers will be lost. If possible, arrange to have 
some one from the newspaper handle the campaign, 
so far as outside contacts are concerned, after you and 
other merchants have met and decided the general 
features to be used for the campaign. 

The folder should be about five inches by eight. 
Suggestions for the prevention of colds appear on the 
inside pages. Stores that distribute these folders can 
insert separately printed ads for protective footwear. 
Copy to read as follows: 


HOW TO PREVENT COLDS 


1—Outdoor workers should provide footwear that 
is suitable for their work, and gives ample protection 
against cold, or wet feet. Indoor workers should wear 
[TURN TO PAGE 42, PLEASE] 
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EDITOR'S 


A Warning Against Super-Fitting 


THE shoe fitter who claims to be able to cure prac- 
tically all the ills of the human flesh through the fitting 
of feet had better begin to moderate his voice. Fair 
warning is sounded by F. J. Keeley, Inspector of the 
New York State Board of Medical Examiners. Mr. 
Keeley talked to the Capitol District (Albany, N. Y.) 
Shoe Dealers Association and advised shoe men to 
restrain and restrict the diagnosis of foot ailments which 
come dangerously close to usurpation of the physician’s 
lawful field. 

The friendly advice from Mr. Keeley is that shoe 
fitters and shoe merchants are treading on dangerous 
ground when they make claims to effect cures, for there 
is ever the possibility of litigation, and heavy damages 
might be successfully prosecuted against the clerk in 
the store. 

In rebuttal, T. Arthur Cohen, of the association, said: 
“There is no doubt but that some of us overstep our 
province in this regard. We must realize that though 
we may have studied human anatomy and are fully 
competent to fit shoes, arches and pads to correct the 
posture difficulties of our customers, we have no legal 
rights to prescribe for bodily ailments.” 

Following closely on this warning, the medical au- 
thorities in Louisiana are aroused by the claim some 
shoe salesmen make that would indicate that they are 
all-around medical advisers for any and all customers. 
Violation of the Medical Practice Act of Louisiana is 
claimed. Extracts from the law: 

“The term practice of medicine . . . is hereby defined 
to mean holding oneself to the public as being engaged 
. in the business of diagnosing, treating, curing, or 
relieving any bodily . . . disease, condition, infirmity, 
deformity, ailment, or injury in any human being other 
than himself . . . by the use of ... any ... agency or 
means . . . or who shall examine any such person . . 
whether such . . . force, or other agency or means is to 


be applied or used by the patient or by another person, 
or be for compensation of any kind or be gratuitous.” 


Boot AnD SHoE Recorper thinks the time has come 
for the application of common sense to the service 
of shoe fitting. Within the last few months there has 
been entirely too much glorification of the shoe fitter 
as a professional expert in the healing arts. He is not 
qualified nor competent to go the full distance, for 
it is obvious that only in rare cases has he a medical 
and anatomical background of study. What is more 
to the point, shoes are not, in their ready-made form, 
medically or physically correctives of the sick body. 
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OUTLOOK 


BY 


MeL) llectow en 


There has been much overstepping of that middle 
ground between the service of the shoe fitter in the 
betterment of posture and the work of a registered 
M.D. in medical and orthopedic diagnosis. What the 
shoe man has got to guard against is the advice he gives 
the customer for troubles above the ankle. 

Fundamentally, the shoe merchant is in business of 
fitting ready-made shoes to variable feet and he is paid 
for that service and no other. When he poses as a doc- 
tor, or permits his salespeople to do so, he is going 
beyond the logical boundaries of service that can be 
rendered by the store. Too often he diagnoses midway 
between the size of the shoe on the self and the gulli- 
bility of the public. 

There is a tremendous lot of good that the shoe man 
can do in the public interest but he cannot render the 
complete service of medical and orthopedic prescrip- 
tion in serious cases of bodily ill-health. What is more, 
he is not paid for curing most of the ills of the human 
body above the ankles through the sale of a commodity 
at the low price of footwear. 

Still another investigation is going to be made. This 
time it is by the New York State Board of Regents, to 
examine diplomas and certificates issued under the 
guise of quasi-professional service. The state con- 
siders the diploma as being a token of qualification 
after proper education and the point at issue is—is the 
diploma being used as an indication that the shoe fitter 
qualifies in medical and orthopedic diagnosis? If the 
public gets the idea that the diplomas authorize the 
clerk to render medical advice, then there is a possibil- 
ity of legal action by the state. 

All in all, the interest today in shoe fitting warrants 
some sort of a conference of men in the industry to 
set some medical boundaries beyond which the service 
of the shoe fitter shall not go. Selling shoes is a com- 
mercial venture and it is well to know the line of safety 
in service. 




















































Gildnitt 


CLIMBS ON 


DOUG 


BAND-WAGON 


Profitable Mark-Ups ... All- 
Leather Standard . . . New Styles 
. . . Attractive Retail Prices ... 
and National Advertising in- 
fluence Gilchrist Company to 
feature Douglas Shoes. 


Ir you know Boston, you know 
Gilchrist’s . . . and you know this 
store picks winners! When Gil- 
christ’s saw the new Douglas Line, 
and heard the details of the New 
Douglas Deal, they said something 
like this: “You’re on the right 
track, and we want to go with you.” 
So ... they did! 

Here is America’s most famous 
shoe ... nationally advertised in 
The Saturday Evening Post and in 
more than a hundred important 
metropolitan newspapers ... made 
to the ideas and ideals of a crafts- 
manship that is hard to find today 
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... made on the ALL-LEATHER stand- 
ard... and retailing as low as $3.50 
with a profitable mark-up for you. 

Those are just a few main points 
of the New Douglas Deal. There’s 
a lot more to be said and seen about 
Douglas Shoes ... policies and prac- 
tices that made Gilchrist’s, and 
many more important stores from 
coast-to-coast, anxious to have the 
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Douglas Franchise. May we go into 
this further with you? Mail the 
coupon today. 


W. L. Douglas Retail Prices 
for Fall, 1934 


Men’s Shoes............ $3.50, $4.50, $5.50 
Lady Douglas Shoes.......... $3.50, $4.85 
Men’s Normal-Treds............ start at $7 


Lady Douglas Normal-Tred......... $6.50 


(with patented, scientific, corrective features) 


\DOUGLAS SHOES 


AMERICA’S FAMOUS SHOE-VALUE 











The famous price-stamp on 
the soles of W. L. Douglas 
Shoes is a strong selling- 
point. It guarantees hon- 
est value to your custom- 
ers ...and guarantees your Name. 
full margin of profit. City. 





W. L. DOUGLAS SHOE COMPANY, Brockton, Mass. 


Gentlemen: 

0 Please have your representative call and tell me about the new 
Douglas Line and Policy. 

0 Please send me a catalog of the New Douglas Styles for Fall and 
Winter, 1934. 


Street 





State. 
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ATTRACTIVE 
BACKGROUNDS 
Make 
Compelling 
Shoe Windows 


IT’S a lot easier to say what shouldn’t go in-a shoe 
window this season than what should. The reason is, 
there doesn’t seem to be any dominating trend in dis- 
plays, comparable, for example, to the modernistic 


This interesting shoe window 
was developed by Rosenberq's, 
Third Street at North Avenue, 
Milwaukee. Aside from the 
smart background treatment, 
its pleasing effect is obtained 
largely by the well balanced 
arrangement of shoes, the at- 
tractive circular stands, which 
were covered with colored cor- 
rugated paper, and the glass 
bowl containing a pair of 
colored sandals. 
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trend of a shoe seasons back. The Neo-Classic influ- 
ence is still reflected here and there. But present efforts 
of display men seem directed mainly toward trying to 
outdo one another in novel arrangements, eye-catch- 
ing backgrounds, smart treatments and dazzling innova- 
tions. The main idea, it would seem, is to stop the 
customer at all hazards and compel the public, more 
particularly the feminine portion of it, to give more 
than a passing glance to the shoes the stores are trying 
to sell. It’s a season of high-pressure sales promotion. 

It is interesting to trace the trends in shoe store 
window decoration, from the time when the objective 
of every store was to make its windows a sort of living 
catalogue of everything in stock, through successive 
stages to the varied treatments of today, in which origi- 
nality, novelty and cleverness seem to be the only char- 
acteristics common to shoe windows as a class. We can 
most of us recall the days of “overstuffed” shoe win- 
dows, crammed full of shoes, shown on every conceiv- 
able style of display stand and fixture. We remember, 
too, the “crepe paper” era, when tissue, wall papers 
and fabrics were made up into frills and flounces that 
were gay and colorful if not always artistic. 

From these overdone window displays it was, per- 
haps, a natural reaction to the plain but expensive 
hardwood window trims, with their rich paneling of 
mahogany and circassian walnut relieved with plate 
glass mirrors, and which were designed to serve as 
permanent backgrounds. These were “sold” to shoe 
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merchants as economical because of their lasting qual- 
ities. There was money in those days, plenty of money 
to indulge in costly luxuries, and merchants felt their 
windows must be in keeping with the “shoe salons” that 
were replacing the she stores of an age when life was 
simpler and the business of supplying its necessities 
_ carried on with less of pomp and circumstance. 

But it didn’t take the shoe men long to discover that 
the thing they wanted least in window displays was 
permanence, and that the type of hardwood window 
trims many stores had installed, regardless of how ex- 
pensive they might have been, lacked that sparkle and 
color so essential to attract interest to shoe windows. 
Hardwood backgrounds are still to be found in a lot 
of shoe stores, even on our most fashionable shopping 
thoroughfares. But the wise merchant who has them 
and isn’t prepared to have his windows done over in a 
more modern way should endeavor to liven every dis- 
play with a spot of color or some striking decorative 
object to overcome the monotony of appearance which 
is the most serious disadvantage of any sort of per- 
manent window background. 

A little later on, shoe windows went modernistic, 
along with buildings, store interiors, house furnishings 
and what not. The modernistic treatment, with its 
cubes, prisms and cylinders, was something new and 
sufficiently startling to attract attention. It lent itself 
to striking effects that could be worked out nicely in 
colors, changed frequently to provide a variety of 
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Original Treatments, Combining the Use 
of Illustration and Effective Color Com- 
binations, Supply the Touch of Novel ‘In- 


terest to Make Customers Pause and Look 


novel treatments, and handled at a cost within the 
limits of the average budget at a time when every item 
of expenditure was under rigorous scrutiny. Effects" 
of the modernistic influence are still in evidence in shoe 
windows, but most display men feel that with all its 
advantages, the modernistic phase has outlived its use- 
fulness, and they are casting about for something dif- 
ferent. 
Today the effort is not only to increase the attention 
value of shoe windows, but to give them greater selling 
[TURN TO PAGE 44, PLEASE ] 








A striking window background effect by Stern Bros., 
New York. The heads and circular discs were sil- 
houettes, cut out and mounted in front of the 
background panel. The shoes and handbags were 
placed on small 
shelves, mounted 
on the discs. The 
sales message, 
"Your costume is 
smart as your ac- 
cessories,' was 
lettered on the 
background 
panel. 
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[ YOU would like more business here’s something 


to think about. 


In the “depression years” since 1931, sales of shoes 
with Goodyear Wingfoot Soles have QUADRUPLED! 


More people are demanding these soles by name than 
any other kind today — because Goodyear advertising 
keeps pounding home to millions that “GOODYEAR” 


is a mark of extra value on a shoe. AMERICA’S 
FASTEST-SELLING 


Smart shoe men everywhere are profiting by tying 
up with this advertising — by seeing that the shoes 
they.sell bear the extra selling-power of the Goodyear 


name. 


Why don’t you? 
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2 OU CH!” 
_.. at every step 
because of 


LOPSIDED HEELS 




















He can't 
RACE 
through shoes 
with 

















F you work on your feet— it 
your feet are sensitive heed 
this warningfrom leading ortho- 
pedic surgeons: 
“Walking on run-over heels can 
injure the foot structure, some- 
times permanently.” For, a8 
any skilled shoe fitter will tell 
you, the heel is the largest, most 
important bone in the arch. Sag- 
ging heels mean sagging arches 
and that’s the cause ‘of “touchy” 
feet, arch trouble, and often flat 











SHOE lasts as long as /its 


foot. . 
Goodyear Wingfoot Heels keep 
“shoes and heels straight 
‘ strains— because 

















WINGFOOT = 


CODE 


: SOLES AND HEELS 


When writin 
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ADRIENNE AMES 
favors plain black patent leather pumps. 


ADRIENNE AMES, Paramount 
star, thinks there is nothing nicer than 
plain black patent leather pumps, the 
plainer the better. She likes high 
heels. Right now she is “appearing” 
in just such. pumps as that. That 
word “appearing” has a magic and 
mystic meaning in Hollywood, and is 
based on the implication that “seen 
too oft” is not only needlessly wearing 
and anhoying but also the punkest of 
punk publicity. 


* * * 


FRANCES DRAKE is out with a new 
pair of blue crepe sandals. The heels 
are high and the toes open. She wears 
these with a stunning blue suit. Those 
who remember their text books recall 
the Francis Drake of the sixteenth 
century after whom the present one is 
named. He pulled down a cool million 
dollars on his first appearance in the 
coast towns of South America, but at 
that he was no more “taking” in his 
ways than the present Frances, and 
he probably looked no more stunning 
in his pirate boots than this latter day 
namesake does in her new sandals! 


* * * 


IRENE DUNNE, another RKO femi- 
nine highlight, has a pair of swanky 
combination oxfords. They are of the 
three-eyelet persuasion, black suede 
with fox, tip, and side panel of patent 





leather. She wears these with a suit 
of like color cut chic, trim and snappy. 


* * * 


Ann HARDING has sprung a new 
one by springing an old one—Foster 
hooks!" All of us who lived back in 
the nineteenth century remember that 
all high shoes with laces in front had 
about five pair of eyelets at the bot- 
toms of the stays and four pair of 
Foster hooks at the tops. Miss Hard- 
ing has a new pair of all-over suede 
oxfords, dark brown, no trim, Cuban 
heels, with real Foster hooks all the 
way up the front and no eyelets in 
sight! The idea perhaps is the same 
as it was back in McKinley’s day— 
they save time in getting to bed and to 
breakfast. Ann wears these oxfords 
with a stunning brown knit dress, and 
there the new day differs from the old, 
for back on Township 124, Range 165, 
we wore them with overalls! 


* * * 


Gan PATRICK of Paramount has 
chosen reptile for the oxford and bag 
accompaniments of her fall outfit. The 
decisive grain of the leather looks well 
with the prominent stitching of her 
knitted suit. Strange how a woman is 
always afraid of a mouse but has no 
fear of a lizard or an alligator! 


* * * 


Harop LLOYD, famous for his 
heavy glasses and his heavy bank ac- 
count, never goes in for flares in foot- 
wear. One Hollywood merchant who 
has sold Lloyd shoes for ten years -or 
more says he never did have any luck 
when showing the actor pronounced 
spades or epoch-making port-holes. 
“Guess the old practical lines are 
O. K.,” Lloyd says, “and then I sup- 
pose I am too old to change my habits 
now!” Lloyd is quite content with 
about six or eight pairs of shoes in 
each purchase, as compared with the 
twenty or twenty-five pairs required to 
satisfy the current foot-itch of many 
a star! Is that a mixed metaphor? 


* * * 


THE sweeping return of the hoop- 
skirt train to Hollywood drawing- 
rooms is having some little influence 
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Mout Hollywood ... 


By J. EDWARD TUFFT 








on Hollywood footwear. It may be 
well to explain that the hoop-skirt 
train is not that new stream-line train 
recently shown here by the Union 
Pacific. The hoop-skirt train is a 
historic revival, a reverberation of 
the Civil War, attached to the back of 
a dress to change the silhouette and 
make it look more like an isosceles 
triangle. The hoop-skirt has not re- 
turned, just the train has swished into 
town again. The feet are not con- 
cealed and almost forgotten as they 
were in Mrs. Abraham Lincoln’s day. 
Myrna Loy has adopted the train on 
her evening dresses, and the lavishness 
of the dress has called for some very 
elegant evening sandals in silver cloth, 
Shoe men had better get busy on a 
hoop code, for if hoops come in on the 
next train shoes of all kinds will go 
into oblivion! 


* * * 


Gincer ROGERS of RKO fame is 
out to prove that low heels on evening 
shoes are here to stay for a while. Her 





GINGER ROGERS 


claims that low heels on evening shoes 
are here to stay. 


new silver and gold kid slippers are 
decidedly down at the heel, in fact 
they reflect a definite Roman influence. 
If Caesar had seen these sandals first 
Cleopatra would have been out of 
luck! 
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SHOES THAT MAKE 


RESALES EASY - 
hate something to hold public iaboeesl 


It must be something more than style—or price. As we 
see it, it’s the sharply defined improvement in value, the 
in-built satisfaction, that makes resales easy. With your suc- 
cess resting squarely in the hands of your customers, it is a 
pleasure for us to offer you that which will help make it secure. 


KISTLER “BENCH BRAND” 
*BALANCED TANNAGE Used SOLE LEATHER 


d ibe “BENCH e ° ° 
BRAND” sole leather which 18 can be relied on to quicken the resale pace. This Balanced 


jogged tn ua Domne Tannage" fills a definite public need. Sole laying, rough round- 
Feo lla ayes BL cog ing, channeling, stitching, shank breaking, leveling, edge and 
bottom finishing done better, mean more satisfactory shoes. 
Never fear results when Kistler “BENCH BRAND” sole leather 


Vistler x 


of tutners_The, pert used for LEATHER COMPANY 


KISTLER “BENCH BRAND” 
SOLES is about 13% of the 


como "BOSTON: MASS: 
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SAYS 
BURT GOSPER 





BURT J. GOSPER 


Of Gosper-Kelly Co., Elmira. 
Mr. Gosper is one of the out- 
standing shoe merchants of 
southern New York. He is a 
former president of the New 
York State Shoe Retailers Asso- 
ciation and the store of Gosper- 
Kelly Co. is one of the finest 
in that section of the Empire / 

State. | 



































Mr. Everit B. Terhune, Pres. 
Boot and Shoe Recorder 
239 West 39th St. 

New York, N. Y. 


Dear Sir: 

"The question was put to me—'How do | read the Boot and Shoe Recorder?’ Well it always 
goes home with me for an uninterrupted perusal from cover to cover. 

"The ads are just as important as the news items. As | read the manufacturers’ announcements 

of stock shoes and they show a unity of opinion, | know those styles will be good because the 
mass choice and the mass promotion will be so strong that it will just have to carry them through. 
Also | know if no one is advertising or stocking a particular style that it is a risky item with 
a restricted sale. 
* “I read the leather ads and rs A their illustrations, because | know they are the product of 
the stylist and indicate the trend of future appeal. They show months in advance what we may 
expect to see in the samples. They give a background of information for buying and selling and 
promotion. 

"| enjoy the. reports from all over the country and check our own sales with those “of other cities. 

"Trusting you may have another half century of existence, we remain 


Yours very truly, 


GOSPER-KELLY, INC., 
Burt J. Gosper, Pres. 






(Signed) 
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FROM COVER 


Here is what Mr. Gosper means by reading the Recorder 
uninterruptedly from cover to cover. Consider the September 
15th issue. 

THE WINTER STYLE PRESENTATION 


One of four glorified numbers presented this year by 
Boot and Shoe Recorder. The front cover tells its own story, 
displaying a truly representative line of merchandise. 

MERCHANDISING 
Pages 24 and 25 
A KEY TO THE FORGOTTEN SEASON 


THE PUBLIC IS WINTER MINDED. An answer to the 
question, "Is Winter to be the forgotten season?" 


DISPLAY 
Page 26 
A clever description of a distinctive new Los Angeles 
Store which may well serve as a model for retailers who 
are planning a change in their interiors. 


TO COVER 


STYLE 
Pages 27, 28 and 29 
WILL MEN YIELD TO THE COLOR URGE? 


Something entirely new in merchandising—style from the 
color trend, based on an interview with Raymond G. 
Twyeffort, Chairman of the Fashion Committee of the 
American Merchant Tailors’ Association, and a well-known 
New York custom tailor. 








A PLEA FOR MODERNIZATION Pages 30 and 31 
NOW IS THE TIME TO MODERNIZE 


A concise outline of the provisions of the Federal Housing Act and how it will finance needed improvements in shoe stores, with a 
few notable illustrations, showing how shoe stores have been modernized. 


THE RECORDER STYLE PRESENTATION FOR WINTER 
Pages 33 to 48 
A thorough compilation of all the Style News, shoes for men, women and children for every time and occasion this winter. This 
style feature appears in the Recorder four times a year and has come to be looked upon by retailers all over the country as their 
1 guide to that which is smart and to that which is saleable. A special effort has been made fo illustrate this section so that readers 
: may have actual style pictures, as well as word style pictures. 


) Pages 50 to 100 
A running comment on news of the shoe industry and a panorama of advertising showing the latest in shoes, etc. A section which 
Mr. Gosper very correctly holds quite as important as any in this whole book, from cover to cover. 


Section 2 
THE LEATHER SECTION OF BOOT AND SHOE RECORDER 


Issued in anticipation of the Official Opening of American Leath- 
ers and Styles Conference at the Hotel Astor—a 34-page supple- 
ment giving the complete leather picture for Spring and presenting 
editorially and from an advertising standpoint, the concise leather 
information so essential to the retailer who is thinking about his 


Gosperckelly, Inc . . ss Ebnira, N.Y, MQUINEINDICST:T 108 ot Dy AN 
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National Shoe Retailers Association 


ASSOCIATION NEWS 


AND TRADE VIEWS 





Prescription for Progress 


| THINK you should publish a statemeni 
on your Boot AND SHOE RECORDER page 
as to the educational properties of the 
N.S.R.A. and the reports they are sending 
out. They are arousing controversy be- 
cause they are making the readers think. 
They are making a study of sources of 
fashion necessary, and they are dissections 
of fashion facts carried on in a fashion 
clinic for the benefit of the whole indus- 
try. They are packed with a wealth of 
information all connected with the shoe 
industry, and not extraneous facts with no 
basis of research behind them. More and 
more it is realized that merchants must be 
students of trend as influenced by 


weather current events 
social life cycles of fashion 
economics repetitions or new 


versions of period 
influence 

This report is not a panacea for all mer- 
chandising ills, nor is it a large, sugar- 
coated pill. It is a whole prescription more 
like the modern prescriptions given by the 
doctors that one must carry out oneself— 
diet, exercise, etc. The retailer (and inci- 
dentally the manufacturer) must take this 
report and use it for his own needs, but he 
must study it, evaluate it, weigh it—yes, 
even go on a trict diet of thinking about 
it, and then adapt it to his own recovery. 


local conditions 


* * * 


Here Is How Fashion Forecasting 
Is Done 


LL material on color and material de- 
velops in connection with the meet- 
ings of the Textile Color Car Associa- 

tion with the tanners, manufacturers and 
retailers, and the preliminary meetings to 
this after we receive information from our 
foreign correspondents and check up on 
last Spring and this recent summer gales 
of colors, materials, etc. 

The textile industries are not working 
so far in advance as we are, so we get our 
information on fabric trends from the new 
“trial balloons’ of this past Spring sea- 
son, which were successful and will bloom 
into large blimps next season and compare 
this with the information from English 
and Scottish woolen mills and silk and 
rayon mills in Lyons, France. Mrs. Rorke 
of the T.C.C.A. comes back with the actual 
samples of the new Fall season as well as 
all the new trial colors that are being 
worked on in the mills in France, for pre- 
sentation months later to the couturier. 
From these we choose colors. Then we 
check on weaves and textures with the 
fabric people here. Then we take all the 
pattern trends and make a break-down of 
their transition from simple classics, or to 
more varied form, or their merging with 
others, and outline every development in 
detailing. Our heel and last material is 
taken from new fashion developments in 
the consumer field of ‘‘special orders” as 
well as volume, and from last and heel 
makers and shoe manufacturers and re- 
tailers. All we need to do then is get it 
together and WRITD IT. 








Now Is the Time for Store Meetings 


Here are some interesting subjects for discussion by 

merchant and salesman in the weekly shoe store meetings. 

In the weeks that follow the N.S.R.A. will publish these trade 

problems so that merchant and salesman will be more closely 

concerned with the problem of "selling more shoes right." 
Tear out this page and save it. 


1. How shall we answer the question, “Why is this $7.50 shoe better than 
that $5.00 one?” Don’t generalize. Be specific. Use two shoes out of 
stock. 


2. Do customers like fast selling? How can we draw the line between 
too fast selling and too poky service? 


3. Some shoe salesmen always sell more hosiery and findings than others. 
Let’s find out how they do it. 


4. How should special orders be taken so as to reduce the number of 
refusals? This should include a talk by the manager on the duty of selling 
what is already on the shelf. Unnecessary special orders spoil both the cus- 
tomer and the salesman. Bring out the left-over specials now in stock. 


5. Why do shoe stores lose customers? Remember, that unless our busi- 
ness is increasing, every time we take a competitor’s shoe off a customer’s 
foot, some competitor is taking off one of ours. There is a reason for every 
change. Let’s not kid ourselves. Why did they go elsewhere? What pro- 
portion of our trade comes in wearing our own shoes? Which is the healthier 
indication—to take more of our own shoes or more of our competitors’ off 
the feet of our customers? 


6. Higher priced shoes give the customer more service and the store 
more profit. Shall we then urge every customer to buy higher priced shoes? 
Or will we drive trade away by so doing? 


7. Do customers trade with a certain store more on, account of the value 
of its goods or the treatment given them by its salesmen? Which of those 
two is remembered longer? Which is more important, knowing shoes or 
knowing how to handle people? Which do you prefer when you shop in 
— stores—a gruff expert or a tactful salesman with only average knowl- 

ge? 

8. Reducing complaints by better selling. What causes most complaints? 
Wrong size, wrong type, too much “salesmanship,” not enough salseman- 
ship, imperfect shoes, too much guaranteeing, a reputation for too liberal 
adjustments? 

9. Reducing returns by better selling. What causes returns? Shall we 
attempt to reduce them by educating the public or by educating the sales- 
man? When is it good business, and when not, to advise a customer to take 
out several pairs for selections? 


10. Honest substitution. Very seldom does the store have exactly what 
the customers call for in every respect. How shall we sell what the store 
does have without seeming to be substituting? How shall we answer the 
customer who asks definitely for some trademarked shoe carried by our 


competitor? 
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again opens 
the Seinen Season 


with a 


Brilliant New Line 


Tupper Sandals have become as integral a part of the 
winter playground panorama as sunny skies and palm- 
fringed waters. For Palm Beach, for southern cruises, for 
island days and tropic nights, Tupper's new creations will 
be displayed in the smartest windows, and worn on the 
smartest feet. 


Bee ta Ae oad Sac stb 


—— 


The new Tupper line defies comparison for exciting 
innovations and breath-taking style. Exclusive new 
























materials featuring hand painting, Peasant Linens, The 
3 New Rainbow fabrics, and thrilling new and different 
° dotted materials, are sensationally presented with the 
d authenticity and good taste that make all Tupper prod- 
r ucts distinctive. 
, Place that order for Tupper holiday items i 

today. Deliveries can be made in time 
r for Xmas selling. 
e 
se 
wal 25 Lafayette St, Brooklyn, NY. — 352 4th Ave., New York. ,NLY. 
in : ‘ 
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International 5. 














A LINE OF \I 
SETS A NEWS” 























/ Mm: 
The introduction of Winthrop Shoes signalizes an 
important development in men's fine footwear. eC 
In quality, workmanship and value, Winthrop at 
creates a wholly new class of its own, Not only does? 








the line completely cover the 86.00 and 87.50 field, eV 

but it also offers definite competitive advantages ‘in 

q against footwear retailing at much higher prices. ry 

/ ; 

im 

eo = ; ; 1a 
/ he Winthrop Shoe brings an entirely new standard 7 
of value to the Men’s Fine Shoe field. For Winthrop “d 


Shoes reflect the traditions and many of the fea- vp 
tures found only in the finest custom-type foot- ra 
wear, vet they retail at prices surprisingly low for 
shoes of high quality. In styling, Winthrop Shoes 
have the unmistakable character of true craftsman- 
ship. They are fashioned out of fine leathers and 


he INT! 


—~ PRICED TO RETAI 5 


ae 


¢ 


1 Yhoe OF Mm pan y pre sents | o 





YF WEN’S FINE SHOES THAT 
VW STANDARD OF VALUE 


materials by skilled craftsmen. In per- ae 
fection of fit, they match the best in ee 
he industry. Their high quality is * 
evident in every detail of line and 








finish. 
igee I 
‘he resources and facilities of the My 
nternational Shoe Company Me 
iave made possible the concep- hh ae 
rd ; Bess hig TAN Dp 
ionand creation of anew stand- iit, CMe 
: ; . I eae 
»P — ird of value in men’s fine shoes Bh INE sy 
a- which is now presented to the Miah jf) 
t- ‘rade in the Winthrop Shoe. . 
OT 
a) . ae 
We have prepared a complete portfolio in which the character, 
n- styling and construction of the new Winthrop Shoe are thor- 
id oughly explained. A line from any established dealer will bring 


this important booklet by return mail. Write today for a copy. 


THE WINTHROP SHOE COMPANY e ST. LOUIS 


Diviston of International Shoe Co, 


4ROP_SAoac 
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lccenciar. 000 
A NEW DAINTY MAID 


IDE LUXE LINIE 


as demanded by our customers 




















To Retail at $2.50 to $3.50 


This is our answer to those merchants who demand that Dainty Maid 
supply their requirements in the quality field as well as in the 


popular price ranges. » » » » » » » 


Never before have Dainty Maid customers been able to feature 
genuine Skinner Satin mules to retail at $2.50! » » » 


Your inquiry is invited. 








_ ST. penis Sas 
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National Shoe Retailers Association 


Service Center For Retailers 
3022 Empire State Building, New York 


JOHN J. HOLDEN, Manager 





Plan to Come to Convention 


Join with Us in Annual Meeting to Plan 
a New and Better Year 





The 24th annual convention of the National Shoe 
Retailers Association will be held on January 7th, 8th, 9th 
and 10th in New York City—The Isle of Inspiration. 


lt is through the medium of its style conferences and 
conventions that the National Shoe Retailers Association 
has become the means whereby the shoe industry of 
America can gather its style and color information, its 
merchandising formulas, its buying data. 

It is at this great shoe market that salesmen and buyers, 
manufacturers and merchants get together not only for 
the transaction of the business of supplying the footwear 
needs of America but also for the educative benefit 
that comes when the source of styles and materials con- 
tacts the merchandising outlets. 

The shoe world has come to realize that the annual 
convention of the National Shoe Retailers Association is 
the most important event for profit in selling and sales 
knowledge in the shoe calendar year. 

The convention concentrates and disseminates in its 
few days of session information of importance to all factors 
of the shoe industry. 

The entire convention is being run by the N.S.R.A. in 
complete accord with the spirit of the N.R.A. for the 
betterment of American business. 

We believe that the 24th annual convention will sur- 
pass all previous style shows sponsored by the National 
Shoe Retailers Association. 

In behalf of the N.S.R.A. | want to encourage every 
retailer—in fact every shoeman in America to attend the 
24th annual convention. | believe that you will profit as 
you have in the past at the greatest shoe market in the 
world—where sales and selling ideas find an easy market 
on "the Isle of Inspiration." 

M. A. MITTELMAN, 
President N.S.R.A. 








Let's Review the Codes 
A Few Significant Paragraphs From the Recent Broadcast 


by President Franklin D. Roosevelt 


The President implies in this message to the employers and 
employees of America that there is a fundamental need for 
the revision of codes which are ineffective . . . and that at this 
time a review of the codes must be made. The National Shoe 
Retailers Association is in entire accord with the President 
in this matter and suggests that you write headquarters, in 
order that the N.S.R.A. may know the opinion of the retailers 
of America. 

Let me call your attention to the fact that the National 
Industrial Recovery Act gave business men the opportunity 
they had sought for years to improve business conditions 
through what has been called self-government in industry. 

If the codes which have been written have been too com- 
plicated, if they have gone too far in such matters as price- 
fixing and limitation of production, let it be remembered that, 
so far as possible, consistent with the immediate public 
interest of this year, and the vital necessity of improving labor 
conditions, the representatives of trade and industry were 
permitted to write their ideas into the codes. 

It is now time to review these actions as a whole to de- 
termine through deliberative means in the light of experi- 
ence, from the standpoint of the good of the industries them- 
selves, as well as the general public interest; whether the 
methods and policies adopted in the emergency have been 
best calculated to promote industrial recovery and a perma- 
nent improvement of business and labor conditions. 

There may be a serious question as to the wisdom of many 
of those devices to control production, or to prevent destruc- 
live price-cutting which many business organizations have 
insisted were necessary, or whether their effect may have 
been to prevent that volume of production which would make 
possible lower prices and increased employment. : 

Another question arises as to whether in fixing minimum 
wages on the basis of an hourly or weekly wage we have 
reached into the heart of the problem, which is to provide 
such annual earnings for the lowest paid worker as will meet 
his minimum needs. 





Fill in and send to National Headquarters 


QUESTIONNAIRE ON N.R.A. MODIFICATION 
















Are maximum hour provisions 
Are minimum wage provisions 
Are fair trade practice provisions 
Are child labor provisions 
Is the ban against selling below cost 
Is the discount provision 
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Are you in favor of continuing the present NRA code set-up? 


Would you prefer complete association-government, without government interference and the complete reinstatement of Anti- 
Trust laws, as in pre-NRA days? 
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Satisfactory 


Harmful 


ey 


Ineffective 


Need 
Changing 
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ENDICOTT- 
(omplele Line of| 


The three Hi-Cuts illustrated herein are typical of 




















a line that has never before been equalled for com- 






pleteness in this company’s history. 






The 1934 E-] Hi-Cut line embraces a wide selection 





of leathers, Retans, Eskimo Calfs, Elks and other 






desirable leathers. Heights range from 10 inches in 






Boys’ models to 18 inches in Men’s. A splendid selec- 





tion of Girls’ models is available in Elk leathers and 














popular heights. 


This complete line of Men’s, Boys’ and Girls’ 
Hi-Cuts is IN STOCK ready for immediate delivery. 
Stocks of sizes will be maintained throughout the 
Fall and Winter 1934-5 Season, enabling retailers to 
size up frequently and operate with a minimum of 
inventory and maximum turnover, which means— 


PROFITS FOR YOU! 


Ask your E-] Salesman to show you this History 
Making Hi-Cut Line. 







ENDICOTT-JOHNSON 
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JOHNSO 


Boys’ Black Elk 12 inch Pattern Over 
All; Re-inforced Double Stitched 
Back Stay. Re-inforced Blucher Bel- 
lows Tongue. Plain Toe. Strap and 
Buckle. Knife Pocket. Contrasting 
Top Binding. Tan Caulk Welt. No- 
Mark Indestructible Middle Sole. 
Cleated No-Mark Outer Sole, Brass 
Nailed. Thirteen Nailed Rubber 
Heel. Boys’ Sizes 1-6 ...Gent's Sizes 
9-131. Knives for the above boots 
may be purchased at various prices, 
if desired. .- 















































STOCK No. 576. $2.00 
STOCK No. 5761/4, . $1.80 


Men’s Eskimo Calf 16 inch Wide 
Re-inforced Double Stitched Back 
Stay. Full Length Eskimo Calf Bel- 
lows Tongue, Raw Hide Lace. Plain 
Toe. Outside Counter Pocket. Con- 
trasting Strap with Buckle and Top 
Binding. Genuine Leather Counter. 
Grain Leather Insole. Full Double 
Oak Sole. Leather Caulk Welt. 
Stitched Heel Seat. Riveted Steel 
Shank. Solid Leather Heel. Good- 
year Welt Construction. Men’s 
Sizes 6-12. 


STOCK No. 1136. . $4.85 





BETTER SHOES for LESS MONEY 
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Fashion 
Copy 


VAN 
for fall} 











gets the cal] 





f Both patterns and materials are 
being featured from a style angie 
in the advertising of men's shoes 
for Fall. Three striking ads by 
Macy's, New York, all of which 






















AUTUMN, 1934, is affording merchants good oppor- 
tunity to talk about the new footwear’s relation to the 
latest costumes, and many retailers deem it advisable 


to present to the consumer copy which views the fashion 


picture. 
The Geo. Innes Co. of Wichita, Kan., for example, 
presents the following “letter” in the Wichita Eagle: 


“Dear Madam: 

“Fall Shoes! Read your Vogue, your Harper’s; then look at 
the shoes in the Innes Shoe Salon! We have known these 
fashions for weeks and have anticipated them for you. The 
new and smart shoes at Innes’ first—always! 

“Fall Shoes! Established fashion trends divide them in three 

distinct groups—swagger shoes, semi-formal shoes, evening 
shoes. ‘ 
“Swagger Shoes! They are more walkable—more wearable— 
but very, very smart with low heels. Mostly oxfords, with and 
without ‘Scotch’ tongues, ghillies, and smart variations; really 
smart ‘suit’ shoes, principally in brown service leathers, rough 
grained, and suedes with leather combinations. One of our 
most popular swaggers will be a J. & K. Ghillie Oxford, a nice, 
round, roomy soft toe, a grand fitting arch and narrow heel— 
so smart and so comfortable! 

“Semi-formal! A group so varies as to include your dressier 
street and spectator types to your cocktail shoes. The winners 
are oxfords from one to seven eyelets, to complement the vogue 
for high-cut shoes; then the gored step-in, the pumps, and the 
sandal. There is also a great variety of materials with fabrics 
and suedes in the lead. Dull fabrics and suedes look especially 
new and bright with heels and trimmings of patent leather, 
with as many browns as blacks, and some blue and green. We 
believe there is a place in every wardrobe for these good look- 
ing fabrics—they blend splendidly with the new clothes, they 
are new, they are durable, and they are delightfully cool and 
comfortable for warm August and September days. Too, a 
smart gabardine oxford, or pump, or sandal will go with many 
things—a street dress to cocktail or not-too-formal dresses. 

“Evening Shoes! A little early for many parties—yes! But 
we just have to mention our new Hollywood Party Slippers, 
made where they kaow how to make real party slippers. You'll 
agree that they’re different and hot—low heeled (flat, we mean) 
white satin sandals—high heeled satins, velvets, silver and gold 


stress new style trends. 


—and the new mirrored sandals that sparkle gloriously—and 
only $6.00 to $10.50! 

“We could go on and on, so enthusiastic are we over our Fall 
Shoes! Of course you know we feature glorious I. Miller 
‘Beautiful Shoes’ at $10.50 to $12.50; unusual both in design 
and in the size range from AAAAA to B are smart Peacock 
Shoes at $8.50; and the best-looking Foot-Savers we have ever 
had, more comfortable when fitted by our ‘Specialized Fitting 
Experts.’ ” 

“You and your friends will say, ‘To Innes for your shoes.’ ” 


The Joseph Horne Co. of Pittsburgh, Pa., offers the 
following copy in an attractive newspaper ad, note- 
worthy for its directness: 


“THREE TRENDS IN SHOE FASHIONS FOR FALL 


“More Tailored Shoes and lower heels like this Friar oxford 
of brown or black calf with peasant-like buckled straps . 
to wear with rugged outdoor woolens. $10.50 

“Gabardine. The newest fabric in footwear and destined 
for popularity because it wears so well. Elaborately stitched 
and accented with patent leather, in brown or black. $12.50 

“Suede for Dress. And Barbara Lee makes suede wearable 
with dressy clothes by being lavish with patent leather touches 
at heel, toe and throat. In brown or black. $10.50” 





Krupp E* Juffly ) 
SHOE FASHION 
INAUGURAL 
MONTH 


Typical style ads of women's 
Fall shoes from stores in widely 
separated sections of the coun- 
try. Leathers and fabrics all 
had their share of publicity in 
the early Fall, with the former 
expected to play the more 
dominant role as the season 
advances. Reports from retail 
centers indicate the voque of 
suede will continue into the 
Winter season. 
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With an abundance of fascinating footwear styles in the fore- 





4! 






ground, merchants play up the fashion angle as a seasonable 
sales appeal. 


Features Fall Ads 


From Thalhimers, Richmond, Va., comes this copy 
full of reader interest. 


“THESE SHOES WON IN OUR FALL SHOE 
BEAUTY CONTEST 

“We thank Richmond women for their interest in this Con- 
test. We present to you here the three winners . . . their beauty 
and quality justify their choice! 

“First Place—‘Kentucky,’ a smart oxford in English moc- 
casin effect . . . of clay-colored calf; welt sole; leather heel. 
As practical as it is smart .........................0-. $8.50 

“Second—‘Virginia,’ a suede shoe in new boottee effect. The 
bands are of kid; leather heel. In black or brown...... $6.95 

“Third—‘Nebraska,’ a dainty shoe of suede with a gros-grain 
band and bow. In black and brown.................. $10.50” 


Dalton’s, Baton Rouge, La., say quite definitely: 
“Of Course You'll Have GABARDINE For Your First Fall 
Shoes... Navy... Brown... Black... 


“It’s very, very 1934 to wear Gabardine ties trimmed with 
leather . . . they’re a ‘first love’ of the season. The style pic- 
tured is of Gabardine and shiny Patent Leather.” 


While the Itasca Dry Goods Co., Grand Rapids, 


comments: 


“Suedes and suede combinations appear to hold the first 
place in the early Fall picture. They are advocated by style 
experts and seemingly dominate the field among the early shoe 
arrivals. Some of the leading style magazines go so far as to 
say that suedes MUST be worn with the new Fall outfits.” 


And from I. Miller, Hollywood, Cal.: 
SUEDE TAKES SWEEPSTAKES FOR FALL 


“Suede shoes—all the way from hi-throated oxfords to spec- 
tator sports pumps, toe into the mode, well in the lead for 
street, informal and dressy afternoon wear.” 


a TT 


PLEASE | 











Smartly Clad Feet 


Slip Into Patent Trimmed 


ACS 


FOR FALL 


Fabric’shoes are an aged-in-the-wool’ blend for your 
dark crepes and woolens You'll be mad about them 
with your dressy coat They are cool for wear right 
now and. with their glinting patent leather 
trim, fabrics are.a natural successor 
to your white shoes 











| @ Bem Ber fous 6a 


‘Where Denver Stiops With Confidence! 






dressy: 
oS ew 





clothes for F 
a 






9 setter soe 
we 8 gamsenoer’® 


FOURTH FLOOR 









For Traveling— 
or early school wear, the 


patent 
ting Leather 
























































An 
Attractive 
Cover 
Suggestion 
for 
"Let's Prevent 


Colds" Folder 





Story gives 
copy for 
inside pages 


[CONTINUED 
FROM PAGE 21] 








medium weight shoes, and wear rub- 
bers or galoshes in stormy weather. 
Children should wear galoshes or rub- 
bers and leggings when there’s any 


chance of getting wet. Shoe soles 
should be heavy enough to give pro- 
tection. 

2—Avoid people with colds—avoid 
crowds gathered where rooms are poor- 
ly ventilated. 

3—Keep your body in condition. Eat 
substantial foods. Avoid too many 
sweets. Drink plenty of water and 
get outdoor exercises if possible. 

4—Sleep eight hours. . Have win- 
dows open to get plenty of fresh air. 

5—Bathe frequently—use water that 
is cool but not cold enough to give a 
shock. This trains the skin to stand 
changes in temperature. 

6—Breathe through the nose. 
can’t, see your doctor. 

7—Take prompt care of diseased 
tonsils, adenoids or bad teeth. 

8—Have rooms you work or live in 
well ventilated. Avoid overheating 
rooms. Open windows and let air out 
completely twice a day. 

9—Have extra shoes and hose at 
your place of work, to change if feet 
get wet. Better still, avoid wet feet by 
keeping galoshes or rubbers handy at 
work and at home. Dry wet feet by 
rubbing briskly with rough towel. 

10—If you are perspiring, cool off 
gradually. 

11—If you “take cold” easily, or 
your cold hangs on, see your doctor, 
to avoid influenza or pneumonia. 

12—When you have a cold drink 
plenty of water. Take a hot bath be- 
fore going to bed, and a hot drink to 
help you perspire. Don’t neglect a 
cold—it’s wiser and cheaper to call 
the doctor soon. 

The following copy is suggested for 
newspaper ads: 


LOST! A GOOD JOB! 


Carelessness in guarding against 
colds that kept him away from work 
cost him his job. 


If you 








How often it happens! More time 
and money are lost to workers through 
colds than any other reason. 

Too many reasonably healthy people 
have unnecessary colds because they 
fail to exercise. 

Proper precautions—including keep- 
ing their feet dry and warm. 


* * * 


YOUTH PAYS THE PENALTY! 


Through carelessness and false pride 
the health and lives of far too many 
young folks are sacrificed every 
Winter. 

In the Fall and early Winter, they 
contract colds, flu and similar ill- 
nesses— many of which can be pre- 
vented. 

Impress upon YOUR CHILDREN 
how much suffering and worry can be 
prevented by wearing thicker soled 
shoes in Winter—and rubbers or ga- 
loshes in stormy weather. 

(Ask for your copy of “Let’s Pre- 
vent Colds”—it’s free at any of these 


store :—) 
* * * 


IT HAPPENS TOO OFTEN! 


Kept home by a cold—that might 
have been prevented! Worry and ex- 
pense that might have been avoided! 

By guarding against colds, much 
childhood illness can be ended. 

Proper diet, sleeping conditions, 
warm clothing and protection against 
wet feet will prevent a great many 
colds—save many sleepless nights and 


doctor’s bills. 
* * & 


OFFICER CASEY SPEAKING! 


“About this business of colds, now— 


sure and I don’t wonder at it at all, at 
all, when I see all them foolish folks 
runnin’ around in the cold and wet 
without dressing warm and sensible 
like! 

“If you'll take a bit of advice from a 
man who should know you'll not be 
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takin’ any chances, gettin’ your feet 
soaking wet. You'll keep ’em warm 
and dry—that’s what I do!” 


* * * 


DANGEROUS MONTHS AHEAD! 


Of all Winter ills, the ONE that is 
responsible for the greatest loss of 
time at school or work is COLDS! 

Preventing COLDS will save more 
dollars and cents than the prevention 
of any other sickness. 

Proper protection will prevent many 
colds. An important part in prevent- 
ing colds is to keep your feet dry and 
warm. 

(As for the folder “Let’s Prevent 
Colds,”—it’s FREE at these stores:) 





Tweeds at Robinson's 


Los ANGELES, CALir. — Novelty 
tweeds with russet brown calfskin trim- 
ming in both pump and ghillie are 
proving popular at the J. W. Robinson 
Co., according to Paul Kirsh, manager 
and buyer for the women’s fine shoe 
departments. 

Custom-built, solid-leather heels are 
preferred, and low heels in the ghillie 
and higher heels in the pump are avail- 
able. 

The tweed goes perfectly with the 
season’s fashionable woolens, Mr. Kirsh 
suggests. Bags in the matching mate- 
rials are also offered, and practically 
every tweed shoe sale means a tweed 
bag sale right now in this department. 





"'Half-and-Half" Shoes 


Los ANGELES, CALIF.—A shoe, which 
Joe Ferguson, buyer, classifies as a 
“half-and-half,” made in pump, T- 
strap, and oxford patterns, has taken 
the eye of a large number of the May 
Co.’s women customers. 

This “half-and-half” shoe has one 
material on the inner side and another 
on the outer. One popular number is 
half suede and half kid, while another 
equally as popular half suede and half 
patent. The number comes in both 
blacks and browns. 

The decorative effect is spiral design 
shadow stitching, one spiral centering 
on the vamp,-another on the quarter, 
all being in gray thread. 

The shoe has a slenderizing effect, is 
a unique novelty, and the two kinds of 
leather in the shoe make a union that is 
so cleverly worked out as not to seem 
abrupt or freakish. 

Another idea going over well with 
May Co. customers, Mr. Ferguson 
states is braid striping, very narrow, 
running in several parallel lines across 
a short vamp. The braid gives a kid 
shoe the effect of a fabric shoe at a 
distance, and yet the wearing qualities 
of leather are retained. 

Short vamp pumps of gabardine with 
an inlay of reptile, and with tip and 
fox of reptile are also popular in all 
lines, and early Fall sales are showing 
remarkable gains over last year. 




















et a a aah 


~ Ww rm ve 


~- - 


ney en 





BOOT AND SHOE RECORDER, October 20, 


Pree Goods Deat 


Tt cielo) hy 


PACKED IN 
ATTRACTIVE 
DISPLAY 
CONTAINERS 


Place this new 
striking Counter 
Display Container 
where it will be 
seen and watch 
how it sells goods! 














All packed in containers 
ready for shipment 


FREE WITH 
DEAL 


This cellophane-covered 
easled Chart displaying 
the different sizes, 
shapes and thicknesses 
in which the New De 
Luxe Dr. Scholl’s Zino- 
pads are made, included 
with each Deal. 


1934 


BOXES 
FREE 


(Cole) °a. i y 4 
With Each 2 Dozen Order! 


Dr Scholls 
Zino-pads 


FLESH COLOR—WATERPROOF—DO NOT STICK TO STOCKING 
EACH UNIT DEAL CONSISTS OF 


1% Dozen Boxes for Corns .. . 
14 Dozen Boxes for Callouses. 
14 Dozen Boxes for Bunions. . 
1% Dozen Boxes for Soft Corns 


THIS FREE GOODS DEAL EXPIRES NOVEMBER 10 


With a tremendous demand already created for the New 
De Luxe Dr. Scholl’s Zino-pads through 40 million circu- 
lation power of leading magazines and newspapers, WE 
MAKE YOU THIS TIMELY AND ATTRACTIVE FREE 
GOODS DEAL OFFER! 


With each Unit Deal of the New De Luxe Dr. Scholl’s 
Zino-pads at $5.60 (assorted in the sizes listed above), you 
get 3 FREE—giving you a profit of $3.85 on each Deal! 
TEAR OUT THIS PAGE AS A REMINDER TO ORDER 
AT ONCE! 


When you make out your order for this Deal, include your 
needs for other Dr.Scholl’s Foot Comfort Remedies. Remem- 


ber—this Free Goods Deal expires November 10th, 1934. 


THE SCHOLL MFG. CO., INC. 


Largest Manufacturers of Foot Comfort Appliances and Remedies in the World 
213 W. Schiller St., Chicago 62 W. 14th St., New York 
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Furthermore, parents know that we 
have the welfare of their children at 
heart, a point which makes them re- 
spect the service the store renders. 

It is just plain common sense. 

One of the drawbacks of having one’s 
name over the door is the number of 
people coming in asking for the pro- 
prietor. Personal trade is most im- 
portant in any store, but more espe- 
cially in one like ours. Even though 
it is impossible for the head of this 
store to wait on all that know him, it 
is possible to have such good assistants 
that the trade respects their ability and 
shoe knowledge. These boys can do 
anything from trim windows to type- 
write and to cement felt adjustment 
pads in shoes. 

We have made customers in the 
women’s department through having 
shoes different from the other fellow’s, 
also by keeping away from the other 
fellow’s business. The store originally 
opened up with good substantial lines. 
We have never jumped from line to 
line. Customers come to realize that. 
They also know our regular tried lasts 
and ask for them by name. There have 
been practically no changes in our lines 
from the day we first opened. 

As a result of this sticking to qual- 
ity shoes and knowing the types of 
shoes which sell readily in our com- 
munity, less than 1 per cent of women’s 
shoes have been jobbed off in seven 
years. During sales, cost or better has 
always been realized. No excessive 
profit has ever been taken, but a fair 
legitimate markup is always figured. 

During this store’s rather brief life, 
some 14 stocks of shoes have come to 
town, some very high grade, some very 


Take Special Care of the Kiddies 


[CONTINUED FROM PAGE 17] 


cheap, but as far as we are concerned, 
the retail shoe business all simmers 
down to one thing: Have what the cus- 
tomers want at the time they want it, 
with service the way they like it. 

I do not think that any retail shoe 
man in any part of the country, if 
he knows the shoe business, need have 
any fear of price merchandise or the 
other extreme of having competition 
put him out of business. 

No competitor, big or little, can put 
any independent store out of business, 
if the independent knows what the bus- 
iness is all about. There is nothing in 
the world that is possible for any 
human being to want that he can’t 
have if he will pay the price, my old 
boss would say. 

The public as a whole does not want 
price entirely. They do want real 
value, at the right price. Any woman 
who pays $5.00 for a pair of children’s 
shoes knows that she can buy some 
for $1.95, but if she pays $5.00 she ex- 
pects a $5.00 shoe. 

In catering to a good class of peo- 
ple, as we do, we find that they are 
excellent judges of values. The better 
class of people know quality and value 
when they see it. They do not ask for 
a $10.00 shoe at $9.00 or $8.00, but are 
glad to pay $10.00 for it. 

Any intelligent class of people wants 
good quality, in good surroundings, and 
expects the merchandise to be sold to 
them in an intelligent manner. That 
is about all any conscientious shoe man 
can do. 

We consider ourselves to be special- 
ists in giving good service and good 
merchandise to our patrons. As such 
we rest our case with our public. 





Attractive Backgrounds Make Com- 
pelling Shoe Windows 


[CONTINUED FROM PAGE 25] | 


power. The department stores, as a 
class, seem to be doing the better job 
of it, doubtless because they have more 
facilities at their disposal, plus the ex- 
perience and ability of experts trained 
in the art of window display and win- 
dow selling. But there seems to be no 
good reason why the specialty shoe 
stores should permit themselves to be 
outclassed. Many of them do present 
shoe displays that are excellent from 
every standpoint, but a good many 
others still persist in following the old 
ways. They can scarcely afford to 
mark time in a period when window dis- 
play is recognized as one of the most 
powerful adjuncts to sales promotion. 

Note the attractiveness, interest and 
attention value of the ' two woméh’s 
shoe windows we illustrate this week. 
The appeal of both of these windows 
is to be found mainly in the back- 
grounds. The shoe displays themselves 








could be produced by practically any 
store with the fixtures and materials 
it has at hand. So the moral is, look 
to your backgrounds, study what you 
can do to make them novel, original, 
attractive, and it will be a compara- 
tively easy matter to design the rest 
of your trim. 

Fashion sketches, like those used in 
the accompanying windows, are being 
used quite extensively now to furnish 
the background interest for shoe win- 
dows. The average shoe store may 
find it difficult to obtain this sort of 
material. But there are a number of 
sources from which it can be obtained, 
if the retailer is resourceful and will- 
ing to go to a little trouble and ex- 
pens¢ to make his window displays bet- 


‘ter than the ordinary. 


First of all, it’s a good idea to go 
over carefully the catalogs and shoe 
store service books issued by manufac- 
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turers from whom you buy, in order to 
see what they have to offer in the way 
of window material. You may find 
display cards, backgrounds and panels 
that will provide just what you need 
for the display you have in mind. There 
is an abundance of such material avail- 
able through the retail service depart- 
ments of shoe manufacturers, and re- 
tailers should make the most of it. 

A second source of background ma- 
terial is to be found in “blown-up” 
photographs of fashion illustrations 
that have appeared in Boor AND SHOE 
RECORDER, in manufacturers’ catalogs 
or fashion publications. Photographs 
obtained through news and fashion ser- 
vices are specially made for the indi- 
vidual store. Every good-sized city has 
one or more makers of photostats, and 
most of them are equipped to turn out 
these heroic-size photographic prints 
from illustrations of any size. The 
cost of these enlargements will be 
found to be within the reach of most 
shoe stores. To enhance their effec- 
tiveness as backgrounds, they can be 
hand colored with pastel crayons or 
water colors. 

If hand-drawn sketches are required, 
these can usually be obtained through a 
local display man or from a local artist 
skilled in this work. The cost in this 
case depends entirely upon local and 
individual conditions. 

Attractive backgrounds do not nec- 
essarily call for illustrative treatment, 
but can be made up from wallboard 
in neutral or pastel shades, with a 
striking caption in attractive lettering. 
The script used on the Stern Bros. win- 
dow shown herewith is much in vogue 
at the present time. It’s an excellent 
idea to study the window backgrounds 
appearing in the best stores of your 
city and see how you can adapt the 
ideas developed there to your own use. 
tions on the kind of backgrounds you 
windows impose certain definite limita- 
tions on the ind of backgrounds you 
can use, but with a little extra plan- 
ning and effort every shoe store can 
improve its windows this season suffi- 
ciently to attract the attention of more 
customers and produce perceptible re- 
sults in increased sales. 





Suedes Lead at Lerner's 


BEVERLY HILLS, CALIF.—Suedes are 
decidedly in the lead at Lerner’s with 
crushed kids coming in second, accord- 
ing to S. P. Lerner, proprietor of this 
quality shoe store at 458 N. Beverly 
Drive, 

Blue in this store has sprung the 
same surprise it has sprung in most 
quality stores in southern California, 
and browns in the darker tones are 
showing more strength than in any re- 
cent year. Most women are going in 
for lower heels with 16-8 and 17-8 
heights leading by a wide margin. 

Over in the men’s department brown 
calfskin, both smooth and grain, is pop- 
ular, and all-leather heels are prac- 
tically the only kind wanted. The con- 
tinental or boulevard type of heel has 
the edge on all others. 
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(We have for years made the 


assertion that store modernization is the 
best investment a merchant can make. We 


VIDENCE— 


“that which tends to prove 


or disprove something" — 


WEBSTER 


have said that a well conceived and prop- 
erly followed plan of store improvement 
will increase sales volume and profits. 


Our saying so doesn't prove anything, of course. 


But in our files are letters by the score, that con- 
stitute irrefutable evidence that what we say is true. 
Shoe dealers have written us of sales increases of 
twenty, thirty and even one hundred per cent, 


which followed modernization of their stores. 
In most cases this was accomplished with 
no larger stock investment and usually a smaller 
overhead expense. 


For example, one shoe dealer writes: ‘We have shown a substantial 
increase every month since the new equipment was installed,— we 
must place the credit for our increased business ow the general im- 
provement in our store.” And, from another letter: “We feel that 
the money put into improvements suggested by you will bring in 
larger returns than any other investment we could make.” 


Others have written us that their only regret was 
that they delayed as long as they did before making 
the investment, which they regard as the best one 
they ever made. Surely, in the face of such evidence, 
we may be pardoned for so strongly advocating 
modernization as a means of improving business. 


And you, as a merchant, should not blind yourself 
to the mass of evidence that is presented to back 
up the truth of what we say. 


+ GRAND RAPIDS STORE + 
EQUIPMENT COMPANY | Grand Rapids Store Equipment Co. — 


Main Offices 
Grand Rapids, 


Branch Offices and Representatives in Principal Cities City. State 


and Factories: 
Michigan 


A modernization program need not be costly — a 
new department here, a touch of color there, some 
rearrangement of present equipment to provide for 
changes in styles, merchandise and customers’ buy- 
ing habits — any of these constitutes a step in the 
right direction. 


Without the least obligation on your part, we should 
welcome an opportunity of discussing store improve- 
ments with you — a line to us will bring prompt 
response. 





MAIL THIS COUPON TODAY 





Grand Rapids, Michigan 


Please send us further information on your 
Store Planning Service and Equipment. 


Name Address 
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steps to CComfort 


The makers of these famous shoes say that 20 steps 
are enough to impress any woman with the new in- 
vigorating foot comfort they provide. Heel, arch, and 
forepart are given the resilient support of Air-cell 


Cushions. = a = 
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An AIR-TRED Shoe of Ruby 
Kid made by Ault-Shackford 
Company, Auburn, Maine, 


Ault-Shackford Company, makers of AIR-TREDS, have 
taken a very important step themselves in selecting 


Evans Leathers for their models in kidskin. They knew 


they could depend upon this fine, mature kidskin to give 


added comfort, flexibility, and the sparkling natural 


beauty that appeals so strongly to women. 


Cns tales 


JOHN R. EVANS and COMPANY .. CAMDEN, N. J. 
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AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


[B] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 

a] this feature. The last is grooved so that the insole saddle 
’ fits perfectly into the recessed section of the last. 


[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 


Lock for this stamp practical value in the shoe. 


on all shoes made 
on “Down To The 


"UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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Restore $13,121 in Back Pay 


Shoe Code Authority Investigation Branch 
Reports Over 90% Compliance with Code 


Two hundred and fifty odd cases 
have been investigated by the field staff 
of the Planning and Fair Practice Com- 
mittee, some of which are still pending 
where further analysis of payroll rec- 
ords and other data is required. Resti- 
tutions of back wages have been made 
in thirty-nine cases totalling $13,121.08, 
four of which cases have been in ex- 
cess of $1,000 and the others of vary- 
ing smaller amounts. 

These facts are reported by E. E. 
Cote, supervisor of Field Investiga- 
tions of the Boot and Shoe Manufac- 
turing Code. In a statement by J. O. 
Ball, executive vice-president of the 
National Boot and Shoe Manufacturers 
Association and ex-officio member of the 
Code Authority, he says “The Planning 
and Fair Practice Committee of the 
Boot and Shoe Manufacturing Industry 
have proceeded on different lines from 
that of some other Code Authorities, 
both in method of operation and selec- 
tion of their field investigating staff. 
It was early determined by the Code 
Authority that the field investigators 
should be practical shoe-makers fami- 
liar with factory operations and meth- 
ods and should have at least ten years’ 
experience as superintendents of shoe 
factories. Much success of the field or- 
ganization is due to this fact; for ex- 
perienced shoe factory superintendents 
are able to understand piece rates, pay 
schedules, and all shoe factory records 
and to cooperate with the committee in 
securing compliance with the Code.” 

After a recent survey of the indus- 
try, the Field Investigation Department 
of the Code Authority reported that 
more than ninety per cent of the boot 
and shoe manufacturers are complying 
with the Code; and that there are only 
two bad spots in the industry, on which 

the field investigation staff are now 
concentrating. In these two localities, 
it is reported that violators are mostly 
small and irresponsible manufacturers, 
and that with the assistance and co- 
operation of additional Government of- 
ficials who are now working very close- 
ly with the Code Authority, it is be- 
lieved that even these two bad spots 





will be cleaned up before the first of 
the year. , 

The work of the Planning and Fair 
Practice Committee of the Boot and 
Shoe Manufacturing Industry has been 
highly commended by Colonel Harry S. 
Berry, deputy administrator, and as a 
result of a recent investigation con- 
ducted by the Government, Colonel 
Berry has stated that in his opinion 
compliance in the boot and shoe manu- 
facturing industry is one of the out- 
standing and most successful illustra- 
tions of the possibilities of Code com- 
pliance and self-regulation and ad- 
ministration by an industry itself. 





Commodity Prices Decline 


WASHINGTON, D. C.—Wholesale com- 
modity prices recorded the second con- 
secutive weekly decline during the week 
ending Oct. 6, Commissioner Lubin of 
the United States Department of Labor 
announced today (Thursday). “The 
average level is today 23.4 per cent be- 
low the 1926 average and 28.5 per cent 
above the low point of 1933 (March 
4),” Mr. Lubin said. 

“Of the 10 major groups of items 








NATIONAL SHOE DISPLAY 
St. Louis, Jan. 7 to 10, 1935 


Commenting on the withdrawal of 
the National Shoe Retailers Association 
from the Shugg plant for a co-opera- 
tive convention and Shoe Show in Janu- 
ary, President Roger A. Selby of the 
National Boot and Shoe Manufacturers 
Association, said: 

"There will be no change in plans for 
carrying forward the National Shoe Dis- 
play to be held by the National Boot 
and Shoe Manufacturers Association in 
St. Louis January 7 to 10, 1935. Already 
more than three hundred display rooms 
have been definitely assigned to 
manufacturers who have made reser- 
vations through formal application ac- 
companied by the advance fee.” 


covered by the Bureau, six showed de- 
creases, two remained unchanged and 
two, building materials and chemicals 
and drugs, registered increases. Farm 
products, foods, hides and leather prod- 
ucts, textile products, housefurnishing 
goods and miscellaneous commodities 
were the groups showing price declines. 
Metals and metal products and fuel and 
lighting materials remained at the level 
of the week before. 

“As compared with a month ago 
present prices show a decrease of 1% 
per cent. As compared with the cor- 
responding week of a year ago, when 
the index was 71.3, the index is up by 
7% per cent. It is 18 per cent above 
two years ago when the index was 
64.9. 

“As compared with the month of 
October, 1929, present prices are lower 
by 19% per cent. All of the 10 major 
groups included in the index show de- 
clines since that date. Farm products 
have registered the greatest drop, with 
a decrease of 32 per cent; foods are 
next with a drop of 26 per cent; hides 
and leather products, 231% per cent; 
textile products, 2114 per cent; chemi- 
cals and drugs, 18 per cent; miscel- 
laneous commodities, 15% per cent, and 
metals and metal products, 14 per cent. 

“Prices of fuel and lighting materials 
have shown the smallest recession of 
any of the groups during the period. 
Present prices are approximately 9 per 
cent lower than October, 1929. The 
group of “All commodities other than 
farm products and foods” has decreased 
14% per cent from the October, 1929, 
level. 





DATES TO REMEMBER 


National Shoe Retailers Association An- 
nual Convention (city to be announced 
i rr ee Jan. 6, 7, 8, 9, 1935 

National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo.....Jan. 7, 8, 9, 1935 

Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Minn., 

Jan. 13, 14, 15, 1935 

Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids ............. Jan. 20, 21, 22, 1935 

Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 

Jan. 21, 22, 23, 1935 

































MUOEANIZE 


. . . and there is nothing more 
attractive, economical and 
convenient than Troy Strea.n- 
line Metal. 


The glistening modern appear- 
ance of Streamline Metal chairs 
and their unusual comfort com- 
bine to transform your store or 
shoe department from a drab 
and dreary appearance to the 
brightest and most talked of 
spot—and it's remarkable how 
little it costs. 


A new and attractive catalog is 


ready for you. Write for Cata- 
log E today. No obligation. 


NO. 86 
SHOE BENCH 


Extreme utility, 
good looks and 
long wearability. 





NO. 71 
CLUB CHAIR 


Just added to 
the line, com- 


fortable, 
springy, good 
looking. 





NO. 74 
SEMI-ARM 
CHAIR 


An outstanding 
chair for service 
and good looks. 





TROY METAL 


a TROY, 0. 














Officers of the Charlotte, North Caro- 
lina’s Shoe Retailers Association. Left 
to right seated: G. F. Hiott of Han- 
over store, vice-president; G. H. Led- 
better, president; R. W. Galloway, 
secretary and treasurer; standing from 
left to right: R. C. Marks of Nisely’s, 
chairman of social committee; S. M. 
King, and H. W. Lyles of Pollock’s 
members of social committee. - 

This club was formed by R. C. Marks 
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of Nisely Shoe Company and R. W. 
Galloway of Hanover on September 1. 
A banquet was held September 6 with 
388 members present, representing all of 
the shoe stores in town. 

At a meeting held September 11, of- 
ficers were elected and plans made for 
the coming year. The association holds 
meetings every second Tuesday of the 
month. 





Largest Single Floor Factory 
New Plant for Red Cross Shoemaking 


CINCINNATI, OHIO — The United 
States Shoe Corporation, makers of 
Red Cross Shoes, arranged on Oct. 11, 
to double their production by the addi- 
tion of a new plant. This new plant 
has 167,000 day-lighted feet of floor 
space all on one floor and is located in 
Cincinnati on the CI&N Railroad which 
makes for convenient and speedy ship- 
ping facilities. 

A. B. Cohen, vice-president and gen- 
eral manager of The United States 
Shoe Corporation, made the following 
statement: “For three years now, the 
sales of Red Cross Shoes have grown 
at such a tremendous rate that our 
present factory has been taxed to the 
very limit. In acquiring this new plant 
we expect to add hundreds of new oper- 
atives and be in full swing for Spring 
deliveries. What has pleased us most 
is that our judgment has been vindi- 
cated. We felt that the depression 
would have no affect on our sales if 
we delivered shoes that were real values 
and that were backed with plenty of 
advertising. The fact that women 
bought Red Cross Shoes by the millions 
of pairs right through the darkest days 
of business is proof enough that we are 
right. 


Officers of the company are: J. J. 
Smith, Chairman of the Board of Di- 
rectors; J. S. Stern, President; A. B. 
Cohen, Vice-President and General 
Manager; A. S. Salinger, Secretary and 
Treasurer; E. M. Daniels, Sales Man- 
ager, and A. T. Woodward, Assistant 
Secretary. 





Upturn in New Orleans 


NEW ORLEANS—That the upturn in 
business has arrived in New Orleans 
is evidenced by the various shoe stores, 
both exclusive and department where 
the demand has been for the higher 
priced footwear for the past three 
months. 

At the Imperial, one of the most ex- 
clusive shops, suedes in pumps and ox- 
fords in colors of black, brown, blue and 
green were featured. 

Keller-Zander offered a black suede 
tie with calf tip and foxing and a na- 
tural leather heel, priced at $8.50. 

Gus Mayers offered oxfords in black 
or brown suede with matching kid trim, 
$10; T-strap, perforated design on 
vamp and quarter in black or brown 
kid, $10, and blue kid with gray kid 
stripping, $10.50. 

Evening sandals black and white 
satin dyed to match frocks, were fea- 
tured at the D. H. Holmes Company, 
Ltd., pair, $6.75 up. 
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“The Shoe Box” Enlarged 


ONE of the profitable activities of the shoe business 
of Shepard’s, Providence, R. I., department store, has 
been the inauguration of The Shoe Box, a separate 
shoe section started about a year ago. So successful 
has the venture been that it has just been enlarged to 
give approximately three times as much space as for- 
merly. Public acceptance has been gratifying as have 
their sales and profit records. 

“About a year ago we decided to start the new sec- 
tion,” explains Richard Fairbend, operator of the 
Shepard shoe departments, “basing our decision on two 
facts. Primarily we needed more space than was 
available in or adjacent to our regular, women’s de- 
partment. On the other hand, there was a demand 
for slightly less expensive shoes, and we decided to 
solve both problems by inaugurating a small depart- 
ment which, due to its size and shape, was called The 
Shoe Box. Shoes there sell at one price—$3.95. 

“The section was at once a success. Then, in March 
of the present year, my son, Gregory, was placed in 
charge of the section. In this capacity, he has since 
devoted his entire time to managing and buying. Im- 
mediately following this step, business grew to such 
proportions that we saw the necessity of enlarging 
space which we have just completed. 

“This unusual increase in business was due, I be- 
lieve, to the fact that my son has devoted his entire 
time to this activity. He has checked stock ever so 
frequently so that his department has had at all times 
a fine size assortment. He has turned away almost no 
sales because proper sizes were not available. His job 
has been a painstaking task of routine work which has 
profited the business very well. 

“Another reason has been the separation of buying 
from the regular women’s department. By maintain- 
ing a separate buyer, we are able to offer a stock 
which is entirely divorced from that of the major de- 
partment. Much as a buyer may wish, I do not believe 
any one person can buy for all departments without 
presenting a sort of sameness to the stock. In this 
particular instance, we did not want The Shoe Box to 
present similarity and this policy has been one of 
major importance. The marked increase in sales fol- 
lowing the divorce of the two departments proves the 
theory.” 

The Shoe Box has been featured but little in adver- 
tising, having received no printed pieces and only one 
window display featuring the opening of the enlarged 
department. Small newspaper advertisements have 
been used from time to time, the largest tying in with 
the window display to announce the bigger section. Its 
greatest publicity comes from its location, directly on 
the Thoroughfare, the store’s main, street floor aisle 
which connects two of the city’s main streets and 
through which hundreds of persons pass daily. 

















CHECK 
YOUR 

KNOWLEDGE 
OF THESE 
QUESTIO 


Does the U. S. A. import or ex- 
port raw goatskins? 


9 What are the chief processes 
used in the tanning of kid? 


In a tannery, what does scud- 


ding . . puering . . milling 
f mean? 
5 Why is it necessary to “lime” a 
skin? 


5 What is a “‘flint-dried” skin? 


What makes the characteristic 
grain of a skin? 


What happens to skins in the 
“staking crust’? 


All of the 
answers.. 
and more .. 
are in this 
16-page 
book.. 
Free to 
Shoe 
Men 


Write for it on your 
company letterhead 


SURPASS icaruze 


COMPANY 
oth & Westmoreland Sts., Phila., Pa. 
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There is always 


A MARKET 
for the turn 


COMFORT 
SHOE 


Turn comfort shoes are matter- 
of-fact, steady-selling footwear 
with a background of demand 
which has persisted for half a 
century. 


Every retailer has customers who 
prefer and even insist on turn 
comforts. 


For twenty years, Ault-William- 
son have been foremost makers 
of such shoes. 


Our new 1934 line, so different 
in appearance from the comfort 
shoe of the past, meets the 
modern desire for graceful lines 
and sophisticated patterns with- 
out sacrifice of the basic com- 
fort principles. 


Constant Comfort shoes retail at 
the popular price of $3.95—and 
are constantly available from 
stock in widths AA to E. 


AULT-WILLIAMSON 
SHOE CO. 
AUBURN, MAINE 


No. 177. Black Kid 
Five-Eyelet Closed 
Throat tie; 39 Last; 
13/8 Leather Heel. 
In Stock A to D 
(Oct. Ist.) ..$2.50 
No. 177-16. As above 
in Brown Kid. In 





No. 149. Black Kid 
Circular Vamp 
Whole Quarter Ox- 
ford; 96 Last; 12/8 
Leather Heel. In 
















COMFORT 
SHOES 
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Fine New Stenchever Store 








MAX BODNER 


HACKENSACK, N. J.—Howard Law, 
| president of the Hackensack Chamber 
|of Commerce, officially opened the new 
| Stenchever shoe store at 188 Main 
| Street, Hackensack, and extended a 
| welcome to the organization. 
| Max Bodner, proprietor of Stench- 
ever’s Shoe Stores in Paterson and 
Passaic, welcomed the public. 
| “The store will be dedicated to serv- 
|ing the public,” Mr. Bodner said. “We 
are bringing the resources of New Jer- 
|sey’s largest shoe institution and 49 
| years of experience to the people of 
| Bergen County.” 
| An entirely new building has been 
| constructed in the newest architectural 
design which presents in Hackensack 
for the first time the beautifully ef- 
fective “vitrolite store front.” 








5 | Dr. Ralph Zingler, chiropodist, will 


| have an office in the balcony of the 
store to give free advice and service to 
its patrons and to insure correct and 
proper fitting of shoes. 

Uniquely designed booths line both 
sides of the store and will hold the 
large and varied stock. In addition to 
| men’s, women’s and children’s depart- 
| ments, there will be hosiery and bag 
| department. 

Each department will be separated 
from the others and complete in itself. 

Each attendant in the store is a grad- 
uate of a New York School of Ortho- 
pedics, and is an expert in the art of 
fitting feet properly. 

An X-ray machine has been pur- 
chased for use of the store chiropodist 
in his work in correcting foot ailments 
and properly fitting customers. 

“In building this fine new Stenchever 
store,” Mr. Bodner said, “we have not 
only evidenced our faith in the present 
administration and the country’s fu- 
ture, but have done our bit in aiding 





| 
| 





the unemployment situation.” 
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Devises Sales Tax Plan 


CoLumBus, O.—The Ohio State Coun- 
cil of Retail Merchants, with which the 
Ohio Retail Shoe Dealers Association 
is affiliated, has changed its attitude on 
the question of a sales tax, according 
to George V. Sheridan, executive di- 
rector. 

Believing that, for an emergency 
revenue measure, a sales tax is prob- 
ably the coming method of taxation, 
Mr. Sheridan has worked out a method 
of passing the tax on to the consumer 
by means of stamps or coupons. This, 
he believes, will make the consumer tax 
conscious and make the measure only 
an emergency one. The bill willl be 
ready for introduction in the Ohio 
Legislature if the tax situation becomes 
acute. 


Muse Shoe Sales Up 30 Per Cent 


ATLANTA, GA.—An increase of 30 per 
cent in sales for the first eight months 
of 1934, as compared with the same 
period in 1933, is reported by the men’s 
shoe department of the George Muse 
Clothing Company of Atlanta, Ga. 

For the month of September, the de- 
partment showed an increase of 35 per 
cent over September one year ago, in- 
dicating that there will be an even 
greater sales increase this coming Fall. 
It is interesting to note that but little 
of this increase has been due to “sales,” 
much fewer shoes being put on sale the 
past August then were disposed of in 
this manner a year ago, and that the 
reduction in price for the sale shoes 
was not so great this year. 

Muse reports, also, that there is a 
definite increase in out-of-town trade 
from a radius of 100 miles around At- 
lanta, and that people are paying about 
15 per cent more for their shoes, on 
the average, this year. The men’s shoe 
department at Muse’s is managed by 
Obey T. Brewer. 





McElwain Factories Rushed 


MANCHESTER, N. H.—J. F. McElwain 
Co. factories are getting out 30,000 
pairs of shoes daily, employing 3000 
workers. Orders are reported to be 
coming in a rush.- Earlier, when the 
drought hide issue was up, the shops 
slowed down to from 75 to 80 per cent 
of normal production. 





Big Holiday Slipper Prospects 


WAKEFIELD, Mass.—George W. Rick- 
ards, long time L. B. Evans slipper 
salesman, has just returned from a 
trip through his mid-western territory. 
He reports a lively expectation for a 
big holiday slipper business, with a 
tendency to stock up on better grades. 
Many of the firm’s specialties, particu- 
larly corduroy vamps and contrasting 
colored leather slippers for wearing 
with bathrobes and pajamas, are sell- 
ing especially well. 
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Rural Retail Sales Increase 


WASHINGTON, D. C.—Daily average 
sales of general merchandise in small 
towns and rural areas (based on a sam- 
ple representing about one-fifth of the 
retail business of this type done in 
places of less than 30,000 population) 
showed an increase in dollar volume 
from August to September of 43% per 
cent, according to estimates just made 
public by the Bureau of Foreign and 
Domestic Commerce. This change may 
be compared with an increase of 13 per 
cent from August to September in 1933 
and of 21% per cent in 1932. 

Sales for September, 1934, were 3314 
per cent larger than for the correspond- 
ing month of 1933 and were 60 per cent 
larger than for September, 1932. The 
aggregate for the first nine months of 
1934 was 26 per cent above that for 
the corresponding period of 1933. 

The percentage changes given above 
are computed on a daily average sales 
basis which makes allowance not only 
for the varying number of business 
days from month to month but also for 
the varying sales importance of the dif- 
ferent days of the week. 

These estimates are based upon fig- 
ures furnished by three large mail or- 
der companies for sales by mail only, 
and by a large group of chain units 
operating in the small towns and cities 
of the agricultural regions of the coun- 
try. Only those chain units are in- 
cluded which have been in continuous 
operation during the period covered. 





August Production Increases 


WASHINGTON, D. C.—A sharp sea- 
sonal increase in shoe production in the 
month of August was reflected in the 
production statistics made public this 
week by the Bureau of the Census. The 
figures, based upon reports from 926 
factories, indicate an increase of 24 
per cent from July, but showed a de- 
crease of 5.4 per cent as compared 
with August, 1933. All classes of shoes 
shared in the August increase over July 
figures. 





Men Buying Suede and Buck 


Los ANGELES, CALIF. — Suede and 
buck both in gray and brown, espe- 
cially in brown, are in demand at Bul- 
lock’s Men’s Shop, according to S. F. 
Smythe, manager of the shoe section. 

Practically all suedes and bucks be- 
ing sold right now have wing tips and 
are heavily perforated. 

“Sport shoes during the Summer 
were so soft and so comfortable,” says 
Mr. Smythe, “that a great many men 
do not like to go immediately into more 
rigid leathers. The soft appearing 
suedes and bucks serve the intermedi- 
ate purpose and represent a sort of a 
half-way changeover. 

“We are spot lighting brown and 
gray suedes on our small display 
tables in the department and getting 
good results.” 
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The world’s smoothest shoe salesman 


Here’s a product that earns its salt twice. Trimfoot yields 
one profit as an accessory, with a 100% mark-up. It yields 
still another profit—the mark-up on the shoes themselves 
— every time Trimfoot saves a sale. 


In several thousand shoe stores Trimfoot is the first resort 
— the first “T.O.” (Turn Over) — when the condition of a 
customer’s feet interferes with the progress of a sale. 


More than 75% of the customers who come into the average 
shoe store are tortured by metatarsal pains and callouses. 
In many cases sales are half lost before you even begin to 
wait on them. 


Trimfoot, the dainty device that relieves the torture of meta- 
tarsal pains and callouses, is more than a champion sales 
saver. It minimizes returns and complaints, builds repeat 
sales, creates satisfied customers and provides an extra 
profit as an accessory. 


FITS INTO SHOE IN 
SECONDS 


Any intelligent salesman can fit 
Trimfoot in a few seconds. Sim- 
ply try it in the shoe to check 
exact position of the metatarsal 
... then pull off paper protecting 
the adhesive .. . and apply. Once 
inserted it sticks in position for 
the life of the shoe. 





List Price *600 


Dozen Pairs 


Remember: Slip in Trimfoot — and save the sale! 


Retail Price $] 00 
Order a few trial pairs now! Write to- , 
day for the Free booklet, “Here’s How.” Pair 


WIZARD COMPANY 
ST. LOUIS, MO. + + + WALSALL, ENG. 
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On the selling end 


News of the Travelers and Sales Activities 


Stephens With Winthrop 


Karl C. Ste- 
phens, who has 
been represent- 
ing some of 
the high - grade 
men’s concerns 
in the industry 
for the past 15 
or more years, 
is now with the 
Winthrop Shoe 
Division of the 
International 
Shoe Co. 

Mr. Stephens 
covers the territory which includes 
Virginia, Georgia, North and South 
Carolina, Tennessee, Alabama and Ken- 
tucky. 





Karl C. Stephens 





Shoe Travelers’ Plan 
Los Angeles Meeting 


Los ANGELES, CALIF.—At the regu- 
lar meeting of the officers of The Los 
Angeles Shoe Travelers’ Association, 
Sept. 29, the meeting being called by 
Joe Kalisky, president, plans were put 
on foot for the Fourth Annual Exposi- 


tion and Style Show to be held at the 
Biltmore Hotel, this city. 

The exact date will be determined 
later, Mr. Kalisky reports. 

It was definitely decided that no fee 
will be charged any exhibitor at the 
next exposition, as it is the wish of 
the group to do nothing that might 
even remotely be interpreted as clash- 
ing with NRA provisions. It is also 
the wish of the group to leave the ex- 
position open to every exhibitor. 

“Definite action on keeping away 
from an exhibtor’s fee,” says Mr. Kal- 
isky, “ought to assure us in advance 
of a much larger number of exhibitors. 
We are hoping for a greater number 
than we ever have had. 

“As formerly, we will have our big 
show at the Biltmore Hotel, a very cen- 
trally located house, and we shall try 
to concentrate our displays on one floor 
if possible, a plan, which we feel sim- 
plifies matters both for the exhibitor 
and the visiting retailer. 

“We shall endeavor to have speakers 
of national prominence here to address 
us at our annual banquet, and we hope 
also to interest a large number in 
showing their merchandise on the liv- 
ing models at the style show.” 


The Los Angeles Chamber of Com- 
merce, appreciative of the good work 
done by the shoe travelers throughout 
the country, has always shown a fine 
spirit of cooperation in putting over 
this exposition. 

Mr. Kalisky is assisted in his work 
by Ned Dreyfus, secretary. 





Ault-Williamson Salesmen Meet 


A group of Ault-Williamson and 
Ault-Shackford salesmen recently met 
at the factory and discussed the new 
Air-Tred promotional program. Among 
them were Gordon McDaniel, southern 
representative, and P. R. Howard of 
Detroit. 

The new plans revolve around a 
graphic presentation of the comfort 
features of Air-Tred construction, visu- 
alizing this factor in the phrase “Take 
20 steps to foot freedom.” 





lowa Travelers to Meet 


Des MorneEs, Iowa—Carl P. Ortlund, 
president of the Iowa National Shoe 
Travelers Association, is calling a spe- 
cial meeting at Hotel Fort Des Moines 
Saturday, Nov. 10, at one p. m. 
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You will like the 
atmosphere and 
convenient loca- 
tion of the 


VICTORIA 


7th Avenue at 5Ist 


NEW YORK 


1000 ROOMS .. . AND WHAT ROOMS 
THEY ARE. BRIGHT AND AIRY. EACH 
WITH PRIVATE BATH AND RADIO 


$2.50, $3, $3.50 Single 
Roy Moulton, Executive Vice-President & General Manager 
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IN CASE OF ACCIDENT OR ILLNESS 





JFastern 


COMMERCIAL TRAVELERS 


Your ability to work is your safest investment—Your 
next best bet is the EASTERN! What a pleasure and 
satisfaction in knowing your income is always protected 
in times of disability from accident or sickness— 


The EASTERN has been insuring commercial and busi- 
ness men at actual cost for the last forty years— 


CUT THIS OUT AND MAIL IT TO US TODAY 


Mr. JOHN S. WHITTEMORE, Secretary. 
Eastern Commercial Travelers Accident Association 
77 Franklin Street, Boston, Mass. 
Please mail me application for membership and full particulars on 
id health insurance. 





protection by 


ASSOCIATIONS 
is assured 


- Treasurer 
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THE TURN SHOE 


SUPREME for GENERATIONS 
and ALWAYS an ARISTOCRAT of SHOEMAKING 


The smartest women everywhere 


wear shoes made by 
The Goodyear Turn Process 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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“HIGHEST, GRADE ONLY” 
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Shoe Trees 
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QUICK PROFIT ITEM « 50) 


SIMPLEX SHOE TREES 


SELF ADJUSTING 
A Gentle Squeeze 
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159 NORTH MICHIGAN AVENUE: CHICAGO , ILL 














Finley Tynes with Excelsior 


PORTSMOUTH, OHI0— Finley Tynes, 
who for the past five years has served 
as advertising manager and sales pro- 
motion manager of the Vulcan Corp., 
Portsmouth, Ohio, reports that he has 
resigned from that company to join the 
Excelsior Shoe Co., also of Portsmouth. 





Pitcher on Winthrop Team 


Gould Pitcher, well-known factory 
representative, has recently become as- 
sociated with the Winthrop Shoe Com- 
pany, Division of the International 
Shoe Company. 

Mr. Pitcher will represent this new 
line of men’s quality shoes in the north- 
western territory. He is a well-known 
salesman and has a host of friends in 
the trade. 


About People 


Gordon McNeil Now President 


Boston — J. Gordon McNeil, vice- 
president of Thayer, McNeil Company 
and manager of the firm’s Boylston 
Street store, has been elected president 
of the company, succeeding his brother 
Harold F. McNeil, who because of ill 
health is retiring from active manage- 
ment of the business 

Mr. McNeil, in assuming the presi- 
dency of Thayer, McNeil, also takes 
charge of all of its stores in Greater 
Boston and will continue to supervise 
its exclusive women’s shop, where in 
the past seven years he has developed 
an exceptionally fine business on high 
quality footwear. 

Mr. McNeil is one of the industry’s 
most progressive young executives and 
his efforts on behalf of the entire in- 
dustry through the Joint-Style Con- 
ferences at New York annually, where 
he has in recent years presided as 
chairman, have made him well known 
throughout the trade. 





Portland Shoe Chapter Meets 


PORTLAND, ORE.—A new board of 
officers has just set in motion the Fall 
and Winter activities for the Portland 
chapter of the Pacific Northwest Shoe 
Retailers, with a dinner meeting in the 
chamber of commerce quarters, at 
which Will Knight was the speaker of 
the evening. 

The past president of the Portland- 
ers’ body spoke of his recent extensive 
trip and business survey of important 
centers of the East, from a shoe stand- 
point. The new officials of the chapter 
are Oscar Olman, president; I. I. Stew- 
art of the Cantilever Shoe Store, vice- 
president; Henry Waters of the C. F. 
Berg Shop, treasurer; Dr. J. M. In- 
galls, secretary. 





C. M. Haynes Middletown 


Manager 


MIDDLETOWN, CONN.—Charles M. 
Haynes, for the past four years man- 
ager of one of the stores of the G. R. 
Kinney Shoe Co. at New Haven, has 
been named resident manager of the 
Kinney unit at 280 Main St., this city, 
succeeding Harry J. Webster. The 
women’s shoe department of the Mid- 
dletown store is to be enlarged in the 
near future. 
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Get Gold Medals 


BrockTon, Mass.—George E. Keith 
Co. has awarded gold medals to John 
F. McGrath, designer, Daniel J. Loth- 
rop, cutter, and Charles A. Regnell, 
maker, each of 50 years service with 
the company. Harold C. Keith, presi- 
dent, presented the medals. 





Inspects Des Moines Store 


Des Mornes, Iowa—Harold Flor- 
sheim of Chicago was in Des Moines 
Oct. 3 to inspect the local Florsheim 
store which has recently undergone re- 
modeling including the installation of 
a cooling system. The store is located 
at 318 Sixth Avenue. 





At London Fair 


LYNN, Mass.—Edward M. Winslow, 
of the Benz Kid Co., has gone to the 
London Shoe and Leather Fair and will 
also visit English agents. 


Trade 


Literature 
New Ball-Band Catalog 


One of the most attractive and most 
useful catalogs we’ve seen in a long 
time has just been received from Ball- 
Band of Mishawaka, Ind. 

From featherlight toe rubbers for 
the boulevards to full length waders 
for trout fishing there is an array of 
waterproof footwear that suggests 
many possibilities for “extra pair” 
sales. There are wool boots, wool socks, 
boot socks—a full line. A splendidly 
balanced line of leather work shoes in 
all heights from oxfords to 18 inch 
high cuts. Canvas Sport Shoes (ten- 
nis), from highly specialized basket- 
ball shoes to canvas one-straps for lit- 
tle tots. A development of special in- 
terest is a newly perfected sport shoe 
last that supports all the foot includ- 
ing special molded sponge rubber sup- 
ports for longitudinal and metatarsal 
arches. 

This catalog has been mailed to the 
60,000 dealers who retail Ball-Band 
footwear. Ball-Band states that a copy 
will be sent gladly on request if you 
did not receive one. 





Fontius Issues Catalog 


DENVER, CoLo.—The Fontius Shoe 
Co., here, has just issued its new Fall 
catalog, an exceptionally attractive 
six-page folder in brown on cream- 
colored stock. It is mailed as a folded 
broadside. One of the outer sides is 
devoted to bags and hosiery. The cover 
page is illustrated with an attractive 
sketch of a pretty young girl. 

A modern, circle-design background 
makes the inside pages attractive. 
One page is devoted to each of the fol- 
lowing nationally known lines: I. Mil- 













































ler, Rysonelle, Foot Delight, Foot 
Saver and Foot Friend and Bon 
Marche. The right-hand side of each 
page is devoted to short descriptions of 
each model. Two illustrations appear 
at the left in each horizontal row. 





Store 
Changes 


Departments Enlarged 


LoNG BEACH, CALIF.—The Famous 
Department Store, located at Sixth St. 
on Pine Ave., has recently increased 
the size of both the men’s and the 
women’s shoe departments. 

The men’s department, located in the 
basement store, has been given 35 per 
cent more floor area and 2000 pairs of 
shoes have been added to the stock. 
The line has been made more complete, 
especially in narrow-width shoes of the 
better quality. 

The women’s department on the first 
floor has been allotted 30 per cent more 
floor space, while 10 chairs and one 
salesman have been added. 

George J. Kidd, the buyer for both 
departments, reports that these depart- 
ments have shown steady growth in 
sales, the volume today being fully 30 
per cent above that of 1929. 





Consolidates Stores 


CHICAGO, ILL.—A. J. Ruby, Inc., have 
discontinued their South Side Shop and 
have concentrated all their Chicago 
store in their shop at 76 East Madison 
Street. 


New I. Miller Department 


YOUNGSTOWN, OHI0—McKelvey’s de- 
partment store, here, announces the 
opening of a new I. Miller shoe depart- 
ment on the second floor of the store, 
carrying the complete line of women’s 
footwear. New fixtures have been in- 
stalled. 
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Fine Men's Shoe Department 


CuHIcaGo, ILL.—The finest men’s shoe 
department in America is promised Chi- 
cago men by the Fair Store, large Loop 
department store. Contracts have al- 
ready been let and work has been start- 
ed. The completed department is ex- 
pected to be ready about Nov. 15. 

Ceilings in comparison with the street 
floor, will be low. All the newest ideas 
in lighting and seating will be incor- 
porated. The policy of prices has not 
yet been decided upon, but it is ex- 
pected that the range will be from $5 
and up. This move is in keeping with 
the store’s expansion policy relative to 
their shoe departments, the women’s 
and children’s having been completely 
remodeled. 


New Mason City Store 


Mason City, Iowa—One of the re- 
cent openings here is an unusual shoe 
store, called the Shoe Box, Inc. Charles 
Elder is in charge and associated with 
him is J. D. Richardson, who is well 
known in the shoe world in Mason City. 





Takes Larger Store 


CAMBRIDGE, O.—The Heed & Gander 
Shoe Store which has been operating 
for 15 years at 756 Wheeling Avenue, 
has been moved to a larger store room 
at 730 Wheeling Avenue. The lease on 
the former room expired October 1 and 
the company had to seek a new loca- 
tion. 





New Juvenile Section 


Mount VERNON, O.—The opening of 
a shoe department, on the third floor of 
the J. S. Ringwalt store here, marks 
another step in the development of the 
store’s children’s departments, which 
now occupy practically the entire third 
floor. The new section is in charge of 
Miss Betty Burgess and carries a line 
of footwear for children of all ages. 
New fixtures have been installed and 
the department is one of the most mod- 
ern juvenile shoe sections in this part 
of the state. 





Nunn-Bush Salesmen Meet 








Photograph shows the sales representatives of Nunn-Bush & Weldon Shoe 
Company, Edgerton Plant, Edgerton, Wis., gathered at their recent semi- 
annual sales conference 
































N Fifth Avenue in New 

York—on State Street 
in Chicago—on Market Street 
in San Francisco—in the finest 
shops in the principal cities 
you will find Propr-Bilt shoes 
—and you will find them 
selling in steadily increasing 
volume and at 












remarkably 






frequent turn-over. 












Don's you think there must 





be something unique about 
this proposition to hold the 
loyalty of so many nationally 
known stores? There is! It 
is the same unfailing fidelity 














of manufacture—the same 
flawless features that have 
earned the enthusiastic 
recommendation of Ortho- 
pedic Surgeons, Doctors, Foot 
Specialists and Pediatricians. 













Don't you think, too, that it 
might be worth while to get 
the details of the Propr-Biit 
proposition which is the foun- 
dation of successful operation 


in many of America’s most 
outstanding juvenile shoe de- 
partments. 





We'll gladly give you the 
facts. Write us. 





‘DONNELL 


SHOE CORAPANY 
Humboldt Tenn. 


Junior Shoe Division 


New York Office, 531 Marbridge Bldg. 
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Ballet Slippers 
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BALLET SLIPPERS 


Right and Left Lasts. 
Biack Kid 





Ne. 600—Top Grade 
Wom. Miss Child. 
$1.35 $1.30 $1.25 


0. 

Wem. Miss Child. 

$1.20 $1.15 $1.10 - 
BROOKS SHOE MFG. CO. 

Swanson and Ritner, Philadelphia 
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Men's and Women's 
Slippers 


OE 


Jorilea, 


The nationally known traveling slipper 
NOW AVAILABLE 


in Celanese Moire—in Black, Maroon, 
Dark Blue, Powder Blue, Forest Green 
and Scarlet. They will increase your 
sales. Order a run of sizes. Price— 





with envelope case........ $1.50 pr. 
SWAN SHOE CO., Inc. 
Manufacturers 





2201 Aisquith St., Baltimore, Maryland 








EVANS’ SLIPPERS QA 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Catalog 
No. 1435R 
Ten Kid. 


Hand Turned. 
6-13. C. D.-EE. 





L. B. EVANS’ SON CO. 
Wakefield, Mass. 


222222323339 
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New Shoe Store 


BELLAIRE, O.—The Kramer Shoe Co. 
has leased a store room here and will 
shortly open a retail shoe store. Wil- 
liam L. Kramer will be manager of the 
store. New fixtures and appointments 
will be installed and the room com- 
pletely modernized. 


Snyder & Little Move 
WASHINGTON, D. C.—Snyder & Little 


.have moved from their former location 


at 607 13th Street, N. W., to a more 
modern and spacious store at 1229 G 
Street, N. W. This location is becom- 
ing one of Washington’s leading busi- 
ness throughfares and is closely rival- 
ing F Street, which is the business cen- 
ter of Washington, D. C. 

Snyder & Little have been established 
in the retail shoe business in Washing- 
ton since 1885, and prior to moving to 
their former location on 13th Street, 
were located on F Street between 12th 
and 13th for a number of years. There 
they were the pioneers in the correct 
method of fitting shoes from ball to 
heel and catered to the highest type of 
trade. 


In New Location 


ANDERSON, IND.— The Fadely and 
Ulmer Shoe Store has opened here in 
a new location at Ninth and Meridian 
Sts. The store is attractive in a color 
scheme of French gray and Chinese 
red, with a floor of black and white 
battleship tile. The color scheme is 
carried out in chairs of Spanish leather 
and boxes containing the stock. The 
store also has added a hosiery and bag 
department. The company will handle 
Matrix, Paradise, Fortune, Friendly, 
Smith Smart Shoes and Florsheim 
shoes. 


Geuting's Reopens Branch 


PHILADELPHIA—One of the encour- 
aging signs of the times recently to 
be observed here is the reopening of the 
branch juvenile shops in Germantown 
of Geuting’s of this ~ity. The stores 
were closed during the depth of the 
depression, although they were prof- 
itable enterprises, and much of the busi- 
ness in shoes was retained by the cen- 
tral city establishments. But with im- 
proyed business conditions, and the 
convenience of patrons taken into con- 
sideration, the branches were opened 
against last month. 

The Germantown location is the 
same as previously occupied, but the 
stores have been refitted throughout 
and, of course, in addition to shoes 
which are the main item, include com- 
plete lines for juvenile outfitting. The 
location of the Ardmore store has been 
changed to 49 Anderson Ave., at Mont- 
gomery, a very much more desirable 
location than the former establishment. 

It is completely equipped in all de- 
tail and is replete with every new and 
modern device and service requisite 
dedicated to children’s requirements. 
It will make available and convenient 
to the Main Line patrons of Geuting’s 
a full line of their juvenile shoe spe- 
cialties, Shoor Treads and the Joan and 
Tim Thrift accessories for children and 
juniors. 
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Open Men's Section 


AKRON, O.—Park Lane Shoe Co., 68 
S. Main Street, have announced the 
opening of a new men’s section stressing 
several well-known brand of men’s foot- 
wear at one price. The department 
has stocked all sizes and widths and on 
the occasion of the opening gave free 
three pairs of men’s socks with every 
pair of shoes purchased. The new de- 
partment is one of the largest exclusive 
men’s sections in Akron. 





Ultra Smart Men's Shop 


SEATTLE, WAsH.—A new men’s shoe 
shop that is an integral part of a men’s 
shop within a shop, was spectacularly 
opened at Frederick & Nelson’s here 
on October 8, with men of the city in- 
vited to lend their presence to this new- 
est step in the program of improve- 
ments costing the large Seattle unit of 
the Marshall Field organization at Chi- 
cago the sum of $250,000. 

Display effects are of the ultra-smart 
order. Exterior of the shop has chro- 
mium striated windows and primer vera 
side panels, while clear white maple has 
been used for the display niches and 
walnut for the other fixtures. The light- 
ing system consists of reflectors and 
deflectors for diffused spotlight effects, 
while illuminated cornices over each 
entrance to the shop provides a strik- 
ing variation to the lighting. Mascu- 
line comfort and ease in foot-fitting 
is stressed in this most modern of shoe 
and men’s wear shops. 





Open New Store 


MAQUOKETA, IowA—John H. Scholl 
& Son have opened a newly equipped 
shoe store here under the firm name of 
Scholl’s Shoe Store, 109 North Main 
St. Arch and novelty footwear for both 
men and women are to be featured at 
popular prices. 


"DON'T DRIVE AWAY 
THE BLUES!" 


Ted Huggins of Pasadena says: "Don't 
drive away the blues! If your public wishes 
to have the blues let it have them! 

"| have often thought that as much time 
is spent in weaning the public away from a 
popular color or a popular number as is spent 
in winning favor for such color or number. 
When something is well liked and is selling 
well, let it alone. What's the big idea in 
deliberately killing a demand already built 
up at some cost in time and money? 

"Blue has always been considered definitely 
a spring and summer color. Now we find the 
ladies liking blue so well that this fall they 
keep right on asking for it. There is one great, 
big reason, and that is simply this—they like 
blue! Knowing this, we are selling blue and 
encouraging people to buy blue! We are 
selling blue in gabardines, suitings, smooth 
kids, suede with kid trim, and anything else 
that the women want. 

"It is all right to have the blues and it is 
all right to let the public have the blues. 
We have no antidote for the blues this fall 
except more blues!" 
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Obituary 


"Al" Roberts 


MriuForp, Mass.—Albert Roberts, one 
of the industry’s outstanding and most 
popular sales representatives, and pop- 
ularly known as “Al” Roberts to his 
legion of friends throughout the indus- 
try, died suddenly Sept. 28 at Scranton, 
Pa., where he was stricken ill with 
pneumonia. 

Many leading figures in the shoe 
trade field were present at the funeral 
services for this well-known member 
of the sales staff of the Milford Shoe 
Co., which were held on Oct. 2 at Roch- 
ester, N. Y. 

New England was represented at 
the services by his employer, Paul Mc- 
Bride of the Milford Shoe Co., and 
John W. Whittemore of the Eastern 
Commercial Travelers Association, a 
lifelong friend. 

Mr. Roberts had been identified with 
the shoe trade in New York, Pennsyl- 
vania, Baltimore and Washington. For 
many years he was with the Forbush 
Shoe Co. and more recently handled 
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Ball Players Foot Conscious 


Detroit—Hack Shoe Company, cor- 
rective specialists, tied up with the uni- 
versal interest in baseball World series 
through a radio talk by Dr. Morton 
Hack. Prior to preparation of his 
speech, Dr. Hack spent some time visit- 
ing the Detroit Tigers players, and 
discussed his findings of their foot con- 
dition and_ shoe fitting with the 
RECORDER correspondent. 

The Hack Company has at least one 
established customer on the Tiger 
team—Hank Greenberg, first baseman, 
who came in a year ago with recurrent 
corns. Nathan Hack told him to buy 
extra large shoes to avoid recurrence, 
and he finally accepted the idea—at 
one time buying shoes so large they al- 
most slid off his feet—and he has not 
been bothered with foot trouble since. 
Greenberg also began wearing his base- 
ball shoes larger on Hack’s recom- 
mendation. 

Continuing, Dr. Hack said: 

“Most ball players have good feet and 
take care of them. They have to, if 
they want to stay in the big leagues. 
Denny Carroll, famous trainer of the 
Tigers, says he can predict the future 
of any big league player from examina- 
tion of his feet. 






59 


big time. The same is true for most 
athletes—Jack Dempsey and Babe Ruth 
are examples. 

“When I examined the men the other 
day, one of them, Pete Fox, had just 
bought a new pair of shoes. Several 
of the players came over to see them, 
and to discuss the fit and the price. 
They- all felt the leather, showing a 
real interest in good shoes, 

“‘Flea’ Clifton, who recently made 
a record by scoring from second on an 
infield out, and had to be fast to do 
that, said he always wore shoes plenty 
big enough, having extra width in the 
toes. Clifton kidded me about chirop- 
odists not being wanted about the ball 
team, because they all knew enough to 
watch out for their feet.” 





Suedes for Young Men 


CINCINNATI, O.—E. L. Franken, buy- 
er and manager of men’s shoes for the 
Potter Shoe Company, reports that 
suedes in young men’s patterns are sell- 
ink well for dress. For wear with 
tweeds the rougher brogue type oxford 
in Norwegians and Scoth grains at 
medium prices lead, prices range for 
these from $6.50 to $14. Wing tips are 
much preferred. Shoes in this depart- 








the Milford Shoe line. He is survived “When their feet give out, their legs ment sell from $3.35 to $14. Brown 
by his wife and daughter. follow—and they are through with the shoes are very popular. 
TO RETAIL $7.50 TO $9.00 


for appointment. 





PROFITABLE BUSINESS 
AVAILABLE 


Because terms of will direct, executors must sell a 
business which during the PAST YEAR EARNED 
SUBSTANTIAL AMOUNT ON ITS CAPITAL. This 
business is now actively engaged in the production of 
fancy leathers, is located in New York City and is 25 
years old. Complete plant, fixtures, personnel available 
at once. At present the firm is in a highly liquid con- 
dition, active. Gross sales in 1933 were over $300,000. 
Communications from principals only considered. Ad- 
dress 27 M, Box 47, Trinity station, New York City, 






A-RIGID MEMBER 

B-SPRING STEEL 
MEMBER 

C-RUBBER CUSHION 





The “DOCTOR” shoe, as 
your leader, will build re- 
peat business. 
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Chain Store Efficiency 
records are made available 


to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 
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Samples on Request 


This fine line of men’s shoes provides all the 
structural advantages required for meeting the 
needs of practically all customers. It is the 
correct shoe for accomplishing corrective pur- 
poses. 

The large number of merchants now featuring 
this line to promote foot health is in itself a 
tribute to its quality and construction features. 


f 
Patented 
arch construction, 
U.S. Pat. No. 1,971,- 


378, is illustrated 

above. Catalog 

sent on request 
P| 





MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, IIl. 
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SHOE MANUFACTURING 


omens 
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Hosiery Protectors 


CO 6 8 ee ee 


STOCKING HEEL PROTECTORS 


Will not buckle 
e or slide in the shoe e 


Formed of one piece and contoured to fit 
the heel at both the back and the sides. Per- 
fect fit is secured by cutting this protector 
on the same pattern as shoe factories use in 
cutting counter linings for shoes. 












Send for 
FREE 
SAMPLE 


$1.60 Dozen 
$18.00 Gross 


DORN & BADGER SS. 
CLEVELAND - 


8 Oe 6 


Bowling Shoes 


a lel 


BOWLING SHOES 


PRICE 
Men's , Women’s Oxfords— 
$2.35 $2.25 5¢ less 
Cembination Sole 
Right Foot 
Rubber Sole 
Rubber Heel 
Left Foot 
Buckskin Sole 
Rubber Heel 









Ne. 224 
BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 
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Riding Boots 


SO POP er ee 


A COMPLETE LINE OF 
STOCK AND Custom i MADE 


Riding, Cowboy and Lace Boots 


Write for Ci 


‘atalog X 
H. J. JUSTIN & SONS. ine. 
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Children's Footwear 
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MRS. BAY’S IDEAL BABY SHOES 
Infante’ Soft Soles...0-8 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock 
Catalog 





uns. oars IDEAL BABY 
Danvers, Mass. 

















BOOT AND SHOE RECORDER, October 


International Shoe Company to 
Announce the Winthrop Shoe 
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New Line of Men's Fine Shoes to Be Nationally Advertised 
—Personnel of the New Company 


St. Louis, Mo.—With the creation of 
the Winthrop Shoe Co. as a division of 
International Shoe Co., comes the an- 
nouncement that this well-known or- 
ganization has entered the field of na- 
tionally advertised men’s fine shoes on 
a large scale. 

The officers of the new company are: 
J. O. Rand, general manager; Walter 
C. Roose, sales manager, M. R. Shaffer, 
merchandise manager; J. L. Johnson, 
advertising manager. 

Production on the new line has been 
under way for some time, and stocks 
will soon be available. Salesmen will 
be in their territories early in October. 

The new Winthrop shoe is being pro- 
duced in a special factory which has 
been adapted in every way to the manu- 
facture of this high type of quality 
footwear. The styling and production 
of the line is under direction of men 
of long experience in the men’s fine 
shoe field. The workers have been se- 
lected for their skill and experience in 
the building of fine footwear for men. 
According to officials of the company, 
the quality construction of this shoe 
will be a most unusual development, 
embodying as it does the grade and 
character of materials and workman- 
ship usually found in men’s finer type 
footwear. 

Plans for the promotion of the line 
to the trade have been completed and 
will involve the use of trade papers 
covering the shoe trade and the better 
class of men’s furnishings. 


The entire story of the Winthrop 
shoe has been put into book form and 
is being offered to established dealers 
who write for it. This booklet is be- 
ing featured in all trade advertising. 

“We feel,” said Lee Johnson, adver- 
tising manager of the new line, “that 
the Winthrop shoe comprises ‘features 
and facts in its construction, character 
and price which call for the kind of 
complete explanation contained in this 
book. The Winthrop shoe emphati- 
cally does not belong in the class which 
its prices indicate. The story of it is 
so unusual that it deserves the most 
complete exposition possible, and we 
have tried to get that story over to the 
dealers through the book we are now 
offering.” 

Specific features of the shoes as fur- 
nished in information from the manu- 
facturer are as follows: Only select 
leathers, such as go into the better 
grades of footwear, are used; soles are 
all oak-tanned back-bends. In the de 
luxe bench-cut line the uppers are all 
hand-cut. Ankle lines are cut for left 
and right to assure close fit; heel coun- 
ters are tempered and molded on the 
last; heel seats are cupped to the shape 
of the foot; the shoes are inseamed as 
in original hand-made shoes, providing 
unusual flexibility and inside comfort. 
Special insoles not only make for added 
smoothness but much greater flexibil- 
ity and lasting shapeliness, particu- 
larly in the bench-cut models where 
the exclusive Permafiex insole is used. 





Adopts New Sole Stamp 


MILWAUKEE, Wis. — The Weyenberg 
Shoe Manufacturing Co. have adapted 
a new sole stamp on their line of $5 
retailers (“Modern Aristocrat’) which 
reads, “Made From Selected Materials. 
Correct Ball Position. More Days Wear 
In Every Pair.” 


Hanan & Son Move 
to New Offices 


New YorK—Hanan & Son, formerly 
of Brooklyn, manufacturers and retail- 
ers of fine quality shoes since 1853, 
have moved into new offices on the sev- 
enth floor of the Marbridge Building, 
47 W. 34th St., New York City. The 
offices contain quarters for the execu- 
tives, the credit department, the ac- 
counting and auditing departments 
and the retail buying offices. 

The executives of the firm who have 
offices in the Marbridge Building are: 
Herbert G. Hanan, president; John R. 
Layock, first vice-president; H. A. Ball- 
antine, vice-president in charge of 
sales; Louis Feyk, treasurer, and Jo- 
seph Harry Hanan, secretary. 





These officers constitute the Board of 
Directors. The Hanan stock depart- 
ment remains as before at 671 N. San- 
gamon St., Chicago, III. 


The Piano Finish 


Boston, Mass. — New style shoes 
show the old style piano finish. It’s 
new to the rising generation. The bot- 
tom of the shoe is finished from toe to 
heel with a brisk black polish as smooth 
as the finish on the top of a piano. 


WHEN IS A 4B? 


Lynn, Mass.—Two shoes showed up in a 
Lynn sample room. One was a sample of a 
1935 pump new from the factory. The other 
was a needle toe pump, a relic of the Victorian 
era, that was taken from the museum. The 
model put on the 1935 pump, it fitted. She 
put on the Victorian pump. It fitted, but 
she said that the needle toes looked funny 
and felt funny. 

The size stick was applied to the 1935 
pump. It showed a length of nine inches 
flat. It was applied to the pump of the 
Victorian period. It showed a length of 
10 9/16 inches. 

The difference in the length was 19/16 
inches. Both shoes are marked No. 4B. 
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Sign Posts to Progress 


[CONTINUED FROM PAGE 19] 


of a very prominent Chicago men’s shoe 
executive, there has been a constant 
endeavor on the part of the average 
shoe merchant and shoe department to 
meet the decreasing number of sales, 
both of units and in dollars and cents 
business, mainly by putting in cheaper 
grades of shoes than they have carried 
heretofore, the hope being that this was 
the salvation for their drop in business. 

A lower price will naturally sell more 
units, this shoe man concedes. But he 
says this does not correct the difficul- 
ties that have confronted the shoe mer- 
chant. 

“In traveling from one end of the 
country to the other, I could name in- 
numerable merchants whom I consider 


able shoe men, who handle their busi- - 


ness intelligently, that were carried 
away with this same idea, only to find 
that they filled their stores with cus- 
tomers, were busy from morning to 
night, but at the end of a given time 
they found that they were no better 
off than before, so far as the relation 
of income and expense was concerned. 

“True, the store had been more ac- 
tive—they had gone out and started to 
build the business in a new field, and 
had lost a substantial number of their 
better customers, who had been respon- 


sible for building up their establish- 
ment. 

“The mistake that many a merchant 
has made similar to this has been 
clearly demonstrated within the past 
12 months since business has really 
improved over the period of one or two 
years ago. This same merchant who 
went to lower grades cannot ‘come 
back’ in his attempt to get his share 
of the better grade business again. 

“Fortunately for our company, we 
have adhered to a very firm policy ever 
since the drop came, which is just about 
five years ago. We talked the entire 
situation over, knowing that with gen- 
erally depressed business conditions 
our business could not be immune, and 
that we must naturally suffer with the 
others, and out of all our deliberations 
came a determined plan that can be 
summed up in a few words—if we were 
to lose our business, we were going to 
do so because our shoes were too good 
—not too poor. 

“Following this policy, we started in 
immediately to make our shoes better 
than ever, so our product has improved 
immeasurably during this past five 
years. No one can point his finger at 
us and say that we have endeavored to 
make a shoe at a price through shad- 
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ing the quality, and instead of having 
dissatisfied customers, we have more 
people talking favorably of our prod- 
uct than ever. 

“To maintain this policy required de- 
termination when everyone was press- 
ing and urging a lower price, which we 
could not produce without skinning the 
quality. 

“A merchant should determine to be 
either a distributor of good shoes or 
cheap shoes—there is a field open for 
both classes, but there is no place for 
both under the same roof—it just can’t 
be done successfully, one will survive 
and the other will fail.” 


First Floor Popular Price 
Section Succeeds 


CINCINNATI.—“The plan of locating 
the “Popularity Department” of the 
Potter Shoe Company on the first floor 
instead of in the basement has been 
wonderfully successful,” stated T. W. 
Stapleton, buyer and manager of the 
department. This department is most 
conveniently and attractively arranged 
and is devoted to moderately priced 
shoes. Shoes in the “Popularity De- 
partment” sell at from $4 to $5. 

This is a practically new department 
and the idea of locating the less-expen- 
sive shoes on the street floor has been 
justified by the increase in sales. The 
department occupies the entire street 
floor space. 











O HOT IDEAS 


TO PEP UP YOUR 


CHRISTMAS \ 
ADVERTISING \ 
and DISPLAYS 


@ ONE DOLLAR BRINGS you ideas 
for window backgrounds, store decora- 
tionsx—merchandise displays—sales 
people's contests; Christmas letters, 
folders, postcards—customer contests— 
ideas to interest children—show card 
wordings and copy starts—hosiery club 
idea—travelling display idea— 


EVERYTHING TO MAKE YOURS 
A SNAPPY CHRISTMAS STORE 


239 West 39th St. 







| BOOT AND SHOE RECORDER 
New York City 


Here's my dollar—send me at once 50 IDEAS 
for CHRISTMAS ADVERTISING AND DISPLAY 


























e In Choosing Your 
New York Hotel 


REMEMBER THESE 
SPECIAL FEATURES 
of the NEW EDISON 


@ Sun - Ray Health Lamps 
© New York’s Newest Hotel 
© In the Heart of Times Square 
© Five Minutes to 50 Theatres 
© 1000 Rooms e@ 1000 Baths 
© 1000 Radios 


e Extra - Large - Sized Rooms 
Many Windows — Large Closets 


@ Extremely moderate rates— 


Single from $2.50 day 
Double ” $4,00 ” 


DISON 


A7 ST. JUST WEST OF B'WAY 
oN Ec W 
JOHN b. HORGAN 


y oOo R K ® 
GENERAL MANAGER 











Women's Shoes 


Ot 


KUSH-IN-EZE 


HAND TURNED Vv 
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VAUGHAN-TOWLE CO. VW 
WAKEFIELD, MASS. 








R446 Black Faille, Silver Kid Stripping .$2.35 
R1448 White Faille, Silver Kid Stripping 2.35 


R4046 White Faille, Satin Stripping..... 2.00 
R4048 Black Faille, Satin Ly gp eseee aa 
42 Last—Medium Toe 19%/8 Louis 


Also R4046 and R4048 in 15/8 Junior Ss Heel 
All above carried AA to C widths 


Send for complete In-Stock Bulletin of Silver 
ane Gold Kid and Fabric werk Sandals. 
Terms: 2% 10 Days, Net 30. ¥.0.B. Factory 


HANNAHSON S 


HAVERHILL, MASS. 
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Dancing Shoes and Taps 


8 Fn 6 PO SSO Es 








@LACK CALF 
PAT. LEATHER 


awe -8 
eat sf Mises’ 
$1.55 A-B-C 11% -2 


Owens SHOE Co. 


28 Goodhue St., Salem, Mass. 








The Muffled Finish 


PEABODY, Mass.—Tanners are get- 
ting out the muffled finish on blacks. 
It’s dulled down like a muffled drum. 
It’s rated as new style, but some say it’s 
only a revival of the old custom finish. 





“And always with a contrasting leather 
as trimming—for by this contrasting note 
is the occasion for wearing decided—oh 
yes, shoes are very ‘choose-y’’ about where 
you wear them, and with what, this season! 


Sanger Bros., Dallas, Tex., ‘say: 


“Smart - oaneaeicaaarae Are Reaching For 
‘Pin Tucks’ . 

“Thrice smart . . . this four- eyelet tie. 
fashioned by PARKWAY. It’s high cut. 
with tuck after tuck of fine Crushed Kid 
joined to gleaming Patent trim (and we can’t 
over emphasize the smartness of combina- 
tion of leathers). Black and brown for your 
Fall ensemble.” 


Bell Bros., Kalamazoo, Mich.: 


“FALL FAVORS HIGH-CUT OXFORDS 

“Fashion isn’t content to repeat, the old 
styles this season. You'll agree when you 
see this unusually high-cut oxford of soft 
rough kidskin with stitching and patent un- 
derlay smartly contrasted. The patented 
high boulevard heel completes the fashion 
note, yet assures comfort in walking. Pre- 
sented in black or brown. 0.’ 


Lasalle & Koch’s, Toledo, Ohio: 


“Picture this smart suede tie with the new 
Fall tweeds, rough crepes and soft woolens! 
It has an all-leather heel, four eyelet tie, and 
calfskin trim at toe and heel—but that’s 
only half the story! For the Red Cross shoe 
is famous for its perfect comfort—whether 
you’re walking, sitting, or up-and-down 
most of the day! Black or brown.” 


The May Co., Los Angeles, Cal.: 


“Fall Pumps In GABARDINE. Newest of 
new fabrics for your Fall pumps .. .accented 
with calf, climaxed by the new stream-lined, 
Sago ped heels! In blue, brown, black. 


B. Forman Co., Rochester, N. Y.: 


“The new shoes turn back the calendar 
over several centuries and take for their in- 
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spiration the classic lines of the court of 
Louis XV, of Colonial times, of the native 
shoes of Scotland, the Tyrol, the American 
Indian, of the gored and laced shoes of Span- 
ish and Russian origin. 

“* ‘NEO-CLASSIC’ ... the most important 
word in the vocabulary that describes the 
new Fall shoes! The richest periods in fash- 
ion history contribute to the beauty of these 
new shoes... and Forman’s takes pleasure 
in introducing them to you! Just three are 
depicted here: there are many others equally 
interesting.”’ 


A. Harris Co., Dallas, Tex.: 


“Advanced Foot-cast for Fall... higher 
cut throat even in the classic pump; tie- 
oxfords to be autumn favorites; T-straps 
staging a come-back, in sandal effect lines; 
restrained use of material contrast, general 
tendency toward heels! Reflected in the new 
modes by Queen Quality ”’ 


Krupp & Tuffly, Houston, Tex.: 


“Two Leathers Smarter Than One! ... 
in the new Fall Shoe Fashions—that’s why 
this new Pincus & Tobias Tie is styled in 
Brown or Black Suede, with calf trim in 
harmony. agenner eyelets form a smart 
trimming effect . . . $10.50. 


Bamberger’s, Newark, N. J.: 


“CONTRAST... gives the new shoes ele- 
gance. Tuck the “word ‘contrast’ in your 
bonnet. Paris cables are pounding it. Suede 
contrasted with patent leather, calfskin, kid- 
skin, reptile. Prepare for a paradox. Tail- 
ored clothes for Fall are going dressy. Bam- 
berger’s interprets it in oxfords with whorls 
of stitching, oxfords with beautiful details. 
Choose your contrasts warily. It takes artis- 
tic skill to combine leathers effectively; to 
create really exquisite shoes. Bamberger’s 
is a past — of the art; witness these 
noteworthy examples. . Half Suede, Half 
Kidskin With Effective Sidelacing. Black or 
Brown ... $10.50. Suede Sandal With 
Patent Leather and Petal Cut Outs. Black 
or Brown . . . $12.50. Suede Oxford Con- 
mor cg Lizard. * Biack, Brown or Blue 





Brass Eyelets Sell 


Los ANGELES, CALIF.—Abe Bender, 
buyer for the men’s shoe department 
on the first floor of the May Co.’s store, 
finds a craving among his men custom- 
ers for more fiexible construction and 
for brass eyelets. 

The extreme comfort lines of Sum- 
mer sport shoes, with buck as the lead- 
ing material used, make Mr. Bender’s 
customers a bit reluctant to jump into 
less flexible Winter shoes in too big a 
hurry, so there is at this time of year 
an intermediate stage where buck is 
popular in Fall shoes, both gray and 
brown being in demand. 

There is something rugged and he- 
mannish about brass eyelets in grain 
leather shoes, Mr. Bender finds, that 
appeals to men seeking grain leather 
and brogue type shoes. There is also 
something reminiscent in the brass eye- 
lets that makes an appeal, Mr. Bender 
thinks. At any rate they are selling 
well. 


Changes Location 


Phila., Pa.—Baker’s have removed 
their store to 1206 Chestnut Street, the 
former location of A. S. Beck’s, and ad- 
joining the present Beck store. Baker’s 
old store, near Thirteenth Street, has 
been entirely redecorated and is now 
occupied by Chandler’s. 


Fall Festival Speeds Sales 


ROCKFORD, ILL. — Retail shoe mer- 
chants joined with all merchants of this 
city in the seventh annual Fall festival 
in this important trading center of 
northern Illinois. An upturn in retail 
business, the brisk Autumn weather 
and a general spirit of optimism all 
joined in making this an eventful retail 
week. 

An array of attractive merchandise 
in shoe stores as well as other stores 
proved to be a magnet which drew peo- 
ple from towns and villages for miles 
around. The result was that the busi- 
ness streets reminded one of the Christ- 
mas season, so great was the rush to 
take advantage of the attractive offer- 
ings. 

Every day had a number of special 
events which kept the interest up from 
early morning to late at night. 


New Thom McAn Store 


BuFFALO, N. Y.—The Thom McAn 
Shoe Stores Co. opened a store in the 
Hotel Samuels Building, Jamestown, 
on Sept. 8, in charge of Walter Furtek 
as manager. Lester Moskowitz, dis- 
trict superintendent, attended the open- 
ing. Furtek formerly worked in Au- 
burn, N. Y. The Jamestown unit is 
the thirtieth to be opened by the com- 
pany in upstate New York. 
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“How nice 


they look inside!” 


Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 


GU PONT 
NI 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 


RECORDER WINDOW DISPLAY CARDS 


PRICE TAGS AND ARROWS, WHICH EXPLAIN SHOE FEATURES 


Feature Pointers 


INFORMATIVE ARROWS point out visible and 
in-built values. They are gracefully and securely 
placed with the aid of adjustable Polly Clips. 


REVEAL the fine wearing qualities of your mer- 
chandise with PRECISE information through your 
windows. You can turn a window shopper into a 
sure customer by pointing out the quality fea- 
tures of your shoes. 


The ARROWS are available in two 
colors: corn with green border, or 
buff with green border. Choice of 
forty selling phrases, or blanks. 






12 dozen (printed or blank)..... $2.00 
6 “6 | as " we Peenes 1.10 
ake ltd Mo Dewees 0.25 
SPECIAL: 
ONE GROSS ARROWS AND ONE GROSS Arrow Sales Messages, 
POLLY CLIPS...... @ ONLY $5.00 on request. 
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OCTOBER 


Design: Black witch on orange 
board, with yellow moon and 
border. Perfect for Hallowe’en. 


Size: 8” x 14” 
COMPLETE TEXTS 


sent on request 


4 cards—Women’s Shoes 
2 cards—Men’s Shoes 

1 card—Children’s Shoes 
1 card—Hosiery 

6 cards — On 


—same 
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Store Service, 


Fitting, Quality, Etc. 
Single Cards: 60¢ each 
Without Text: 35¢ each 


| 


October price ticket 
coloring as 
above show card. 


To non-show card sub- 
scribers at prices 
listed below. 


Size 114” x 23%” 












1345 
































“L”: Cream board; 

silver bar and dark orange sunburst on Moon. Pale Blue Yellow 

blue trim. silver board. Board Dark Blue ' 
Trees. Size 1%” z 23%” 


Brown design. 











- “ye **Q°’*: Orange “M”: Corn board; 
“B"s Bise ber with teres Trim on Bright Green and Reddish 


Ex. | 


“O”: Rose design 
on light tan. 




















Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J”—Polly Clips for tickets: YY gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 





66°? 





¥ # 
aOR 




















<“K” 





When writing advertisers please mention Boot and Shoe Recorder 
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Annual Display Card Service 
Includes 


EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 





HOLDERS 4° % | 
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nished gold— To be j 


three color trim. } dep On art 


These modernistic 
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Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 


ORE SHOES! 


Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, III. 


Please enter our order for the Recorder “Selling 


Message,” beginning with October, for card service 
eee rere » for one year, consisting of......... card 
holders (with the first month’s service), ........ cards 
ONE. 6 66sec ce blank tickets each month—OR—......... 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $....... per year, payable $....... 


per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


ere ee Pee » eee » eere Fee agence 
SN NGG 5 8 be Leu ee Rha obs s Ce eehhebedsacdee 
OIE oo Seis Se htls ee cds eure ceentacbcenkeasedsnedl 
NN 5 PO Hea isc hank alk dc ateddceaddcdeteqacdnlexeted 
CO 2 ooh dacs coccaenecdsenases LT OEE TEPC ETT CTT 
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CLAWIFIED ano WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 





October 20, 











SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 








SALESMAN: We want a salesman, not an 
order taker, who is covering the Chicago and 
middle west territory, to carry our line of orna- 
ments and leather bows for opera pumps. To 
such a man we offer liberal commission on a 
really worth while line, back of which is a 
young outfit which gives its men real coop- 
eration. Address D-887, care Boot & Shoe 
eer. 239 West 39th Street, New York, 





ALESMAN—Popular priced_ men’s, boys’ 

dress shoes, as side line. Strictly commis- 
sion, for New York State, Connecticut, and 
New Jersey. State whether travel by car. Give 
full information and references in first letter. 
Address D-888, care Boot & Shoe Recorder, 
239 West 39th Street, New York, . a 








POSITION WANTED 


ANTED—For New Jersey. Popular priced 
line shoes. Good following, car, finest cre- 
dentials. Address D-893, care Boot & Shoe 
er 239 West 39th Street, New York, 





OAST SALESMAN AVAILABLE. _ Ex- 
perienced salesman who has long covered 
the entire Pacific Coast territory is looking for 
a strong line of shoes for the coming season. 
Works on a strictly commission basis and has 
a large acquaintance on the Coast from Seattle 
to San Diego. Best of references furnished. 
Only reliable line will be considered. For 
further particular address D-894, care Boot & 
eri ae 239 West 39th Street, New 
or! 





THOROUGHLY experienced salesman ea 
a line of Women’s novelties. Fully ng ines 
financially and otherwise. Only “wy | 7 

considered. Address D-892, care Boot & 
Recorder, 140 Federal Street, Boston, toed 





EXPERT : shoe fitter and salesman desires con- 
nection in men’s department. Formerly with 
Volt Bros. Co., Dallas, Texas, in men’s depart- 
ment for 9 years. Also several other igh 
grade shoe stores in West and Middle West. 
Al references as to business ability and honesty. 
aan J. Skally, 803 Church Street, Mobile, 
a. 





c REDIT man and office manager. Young man, 
experiencea credit man and office man- 
ager. Accountancy school graduate. Seven 
ears in charge of credit department of New 
York wholesale house. Seeks change, particu- 
larly with progressive organization. illing 
to travel. ddress D-889, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 


N. 





HOE man _ with profitable merchandising 
knowledge desires new location. Age thirty- 
four. Past ten years assistant buyer for one 
of best department stores in country. ed 
oughly capable of buying and managing de 
ments. Address D-890, care Boot & 
prepeden, 239 West 39th Street, New York, 
, Es 








LINE WANTED 


i ee te aon | experienced salesman —— 
line of Men’s shoes. Fully outigges 
Gnanciaily and otherwise. Only meng _ 

considered. Address D-891, care Boot 
Recorder, 140 Federal Street, Boston, =" 








BUSINESS OPPORTUNITY 


WANTED: Men with moderate capital to start 
in the shoe retail business in towns of three 
to ten th ti within a radius of 
three hundred miles of Chicago. Must come 
well recommended with some shoe experience. 
Address D-867, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y 














WE BUY 
Entire or Surplus Wholesale and Betail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, a OF uae te Queen Quality, Bos- 


IRVIN RUBIN 
“The House of Jobs” 
88 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








CASH PAID 


FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Smali 


MAX KALTER & co., INC. 
501 BROADWAY NEW YORK CITY 








Buyers of Surplus Stocks 


Wo a tay ence of wate Gate of Gan 
from manufacturers, jobbers er retailers. 
QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 53878 














FOR SALE 





FOR SALE at Malone, N. Y. Owing to the 
recent death of owner, the George C. Dumani 
Shoe Store, long established in 100 per cent 
location, is offered for purchase. Clean, up-to- 
date stock, wonderful display windows, and 
good term lease from Estate. Fine chance for 
a good shoe man to step into a No. 1 going 
business in the best town in northern New 

ork. Write . .. John W. Genaway, Execu- 
tor, Malone, N. Y. 











Ankle Sock for Men 


Boston, Mass.—Nettleton stores are 
selling ankle socks for men to wear to 
football games. They’re slipped on over 
the regular stockings, and after the 
game are taken off and put in the pocket 
or elsewhere. Some of them are white. 











Innersole Sizes 


Fred Dow of Eagle-Ottawa Boston 
office notes odd trends in innersole sizes. 
Longer innersoles are wanted for men’s 
fine shoes. One firm is using No. 12 
innersoles this run. Previously No. 11 
was its maximum. Wide and extra wide 
innersoles are wanted for work shoes. 
The demand for these has increased 
much this year. The women’s trade is 
also going to length. 

The rubber shoe companies of metro- 
politan Boston also note the trend to 
large sizes—more women’s rubbers of 
the 8s, 9s and 10s, and men’s now up to 
14s. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 

$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an.inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication © 
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HOTELS 








In New York. a hotel 
moderate in price 
and convenient 








FIREPLACE IN COLONIAL RESTAURANT 


@ Moderate in price...an ideal place to 
stay in New York. Single from $1.50. 
Double from $2.50. Weekly rates. 

m@ Convenient...in the center of the 
shopping district, one block from Fifth 
Avenue and Penn. Station. 

@ Good food... you'll enjoy our meals 
prepared by women cooks...only fresh 
vegetables used...home baked pastry. 
@ We will gladly send you on request 
an illustrated descriptive booklet with 
a beautiful map of New York City. 


‘ I. M. WIESE 
Hotel Manager 


Herald Square 


116 WEST 34th STREET - (Opposite Macy's) 
NEW YORK 
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Abraham Altman 


BUFFALO.— Abraham Altman, who 
for many years conducted a retail shoe 
store at 77 East Seneca Street, died 
suddenly after an operation from ap- 
pendicitis. He was 55 years old. Mr. 
Altman was born in Russia and came 
to the United States 47 years ago. Be- 
sides his widow he is survived by two 
daughters and a son, Max Altman. 
Burial was in Pine Hill Cemetery. 





Men's Department Enlarged 


DENVER, COLO.—The men’s shoe de- 
partment at the Denver Dry Goods has 
been moved to enlarged and improved 
quarters on the main floor across the 
aisle from its old location. Combined 
with the new shoe department are 
sporting goods items such as golf and 
tennis equipment. The two lines are 
expected to serve as valuable “feed- 
ers” for each other. 

The department is finished in a very 
light cream color. Conspicuous signs 
in black letters on the wall of a balcony 
above draw attention to it from all 
over the main floor. The section is 


comfortably appointed with leather up- 
holstered easy chairs in tan and greens 
—one color alternating with the other. 
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Retail Sales Improve 


CoLUMBUS, OHIO.—With weather con- 
ditions much improved and some frost 
in the air, C. A. Halloway, buyer for 
women’s shoes at the F. & R. Lazarus 
& Co., reports a decided improvement 
in demand. Suedes are selling the best, 
with kids in second place and gabardines 
a fairly good third. In suedes black 
and brown vie with each other for the 
popularity, with the result about 50-50, 
while in kids black and brown with 
greens are the most important shades. 
Mr. Halloway declared that greens are 
selling quite well, but he believes this 
is more of a flash than anything else 
and is not reordering to any great ex- 
tent. 

In gabardines the best shades, as in 
the other classes, are black and brown. 
Gabardines are expected to continue 
for some time, until the colder weather 
forces the demand to kids and calfs. 

In the cheaper lines of shoes, Mr. Hal- 
loway perceives a tendency toward the 
semi-rounded toe, while in the better 
classes of merchandise the prevailing 
semi-pointed toe is still the favorite. 
Mr. Halloway also reports that there 
is a tendency toward the all-leather, 
built-up heel in preference to the wood 
heels, but this is not as marked as 
might be expected. He declares that 
where women want heavier shoes of 
the brogue type they also want the 
leather built-up heel, whereas those 
wearing the lighter leathers and lighter 
soles are desirous of light-weight heels. 
Heavier shoes lend themselves to leather 
heels much more readily. 

Ties are about 75 per cent of the total 
women’s trade, according to Mr. Hallo- 
way. Oxfords and step-in pumps are 
about 20 per cent and the remaining 
5 per cent is taken up with T-straps. 
Other sorts of straps are not in demand. 
The high-cut pump or oxford is selling 
quite well in certain places. In ties 
the three to seven-eyelet effects are by 
far the best. 

Trimming themes are varied with 
stitchings, overlays and foxings prob- 
ably in the lead. In tree-bark, which is 
growing quite popular, there is a ten- 
dency to trim with other leathers in 
tip and fox. Tree-bark in the latest 
improvements are selling fairly well, 
while some reptile trims are also being 
shown with fair response. Crushed 
leather effects are attracting attention. 





Monk Type Goes Well 


Los ANGELES, CALIF.—Paul Jesberg, 
proprietor of the Walk-Over Shop at 
716 South Broadway, is having a nice 
run on a swanky, monk-type, crushed 
leather woman’s shoe well adapted for 
use with smart tweeds and knitted 
suits. 

“This shoe,” says Mr. Jesberg, “is 
intended for the active woman who 
does things and goes places. It has a 
medium leather heel, very comfortable, 
and comes in both black and brown. 
One color seems to be about as popular 
as the other. 













MERCHANTS’ NEEDS 








New Improved 
Pouy,Cup 


for Price Tickets 


$4.00 $2.25 
gross half gross 
Tilts at any angle 


M.D. POLLINGER CO Holland Bidg., St. Louls Mo. 

















BUSINESS OPPORTUNITY 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful prac- 
tices in this new and dignified profession. 
Home Study Course, including working 
models and equipment, furnished at low cost. 
Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 

















World Series Window 


DETROIT — Detroit was _ base-ball 
crazy, with the World’s Series on, and 
Detroit shoemen followed the general 
trend. Nearly every store arranged 
some definite tie-up with the baseball 
excitement. 

Probably the most outstanding was a 
window by R. H. Fyfe and Company on 
Woodward Avenue. A pair of shoes 
was given to every member of the Tiger 
team—pennant winners. The store was 
generous, and took in twenty-nine right 
down to the water boy. The orders for 
the shoes were presented at a great 
public banquet on Saturday night, 
drawing newspaper publicity. 

The individual players came into the 
store to pick out their own shoes, and 
the shoes they picked were placed in 
the window. The gift orders were all 
for better grade shoes. Tickets in the 
window read, “This is the Fyfe Shoe 
Gehringer selected for each player.” 
The window was lined several deep dur- 
ing most of the week. 

Sizes were interesting—all the play- 
ers took narrow shoes, ranging from 
AA to C. Lynwood Rowe, nearly seven- 
foot star pitcher, picked the largest 
shoe—an 11 C. 

The sizes show that the boys have 
taken care of their feet, according to 
Steven J. Jay, manager of the men’s 
department and merchandising man- 
ager of Fyfe’s. They were all well 
arched, the salesmen found, and very 
flexible, showing the traits that have 
made the Detroit team so fast on bases 
this season. Jay says this also shows 
the use of good baseball shoes. 





Browns in Demand 


CuHIcAGo, ILL.—The Hub is having a 
wonderful play on various narrow-toed 
shoes, but their big increase in business 
is directly traceable to the increased 
sales in brown shoes. Buyer J. Spalo 
reports that his present promotion of 
brown shoes is responsible for his 35 
per cent increase in business. 
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Next Week 


EXT week we bring you the annual Christ- 

mas Merchandising Number of BOOT 
AND SHOE RECORDER. December is in- 
variably one of the best selling months for 
the retail shoe store, notwithstanding the 
fact that shoe stores, as a class, receive less 
than their rightful share of the holiday gift 
trade. It is the RECORDER'S belief that 
intensive promotion of gift merchandise in 
the shoe store can add materially to the 
sum total of December sales. Next week's 
Christmas Merchandising Number is timed 
and planned with that object in view. 

How to advertise, how to display, promote 
and sell Christmas items, including shoes, 
hosiery, slippers and accessories will be told 
in feature articles in the October 27th ‘issue. 
And we will show many items particularly well 
suited to holiday selling. With the begin- 
ning of the Christmas selling season only a 
few weeks distant, it's time to plan and 
prepare to make December your best 1934 
profit month. 
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BS 
asl - surprise of the season ahead 

4a ( jv oe SALESMEN are now in their territories with the best bal- 

anced, most styleful and advanced line we have ever placed be- 

fore the trade. A wider variety of styles with complete representation 

of the smartest seasonal leathers and an even broader range of widths 

and sizes selected for our In-Stock Department. These important ad- 

vantages which combine with a sustaining national advertising cam- 

paign, merit your most careful consideration. And there is a highly 

profitable mark-up assured you under the suggested retail price plan. 


VITALITY SHOE COMPANY=s® ST. LOUIS 


Branch of International Shoe Co. 


WOMEN’S MEN’S 6 CD BOYS’ CHILDREN’S 
AAAAtoEEE  AAAtoG anit nn - 
Sizes 2 to 11 Sizes 5 to 14 Sizes 1 to 6 Priced to size 

$6 and $6.75 ie Bess 5 $2 to $5 


VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR — - $5.00 bg +a 


-_¥ TALL TY 


VOGUE ¢ LADIES’ HOME JOURNAL * McCALL’S * PHOTOPLAY * GOOD HOUSEKEEPING 





DEPENDABLE 




















PERFORMANCE 


The ski-jumper, shooting off into space at great speed, 
knows that landing at the end of the leap is the most diffi- 
cult part of his performance. To fall in landing is counted 
a failure and improper balance in mid-air can mean a 
serious mishap. 


The shoe and leather trade, as well as sport, has its slope- 
downs, “take-offs” and unhappy landings. Confidence in 
safe, successful endings is born only of favorable experi- 
ences. Expectations of profit are satisfactorily fulfilled 
through confidence only in what has been proven most 
eminent, most dependable and also most used. 


The foremost example in the industry is the dependability 
of white LEVOR washable kid. Its score is highest in 
quality, longest in service, lowest in economy of cutting 
and choicest in uniformity of skins. 


G. LEVOR & CO., INC. 


Tanners over 58 Years 
GLOVERSVILLE NEW YORK 
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STREAMLINE 


The New Vogue 
Styled by yersl 


TREAMLINES have now turned to shoe styles and once again 

D. Myers & Sons, Inc., lead the fashion parade with stream- 
lined leathers. Shown on this page are two shoes that are the last 
word for late fall and winter wear. They’re as new as this morning’s 
newspaper—and that, of course, means quick turnover. *% If you 
haven’t already placed orders to fill your requirements 
on these numbers, better do it today. 


IN STOCK FOR IMMEDIATE DELIVERY 



























THE CARLTON OXFORD—$2.50 

58392—Blue Streamline Calf—Blue Calf 58372—Blue Streamline Calf—Calf Trim. : 
Underlay. 58379—Blk Streamline Calf—Blk Patent Trim | 

§8398—Brown Streamline Calf—Brown Pat- §8378—Brown Streamline Calf—Brown Pat- 
ent Underlay. ent Trim. 

58399—Black Streamline Calf—Black Pat- §8377—Brown Quail*—Brown Calf Trim. é 
ent Underlay. *An entirely new suede-like leather ; 

Widths AAA to C—17/8 Continental Heel ar Widths AAA to C—15/8 Cuban Heel ’ 
Brezner’s Streamline Calf Used in These Shoes. Pm Brezner’s Streamline Calf Used in These Shoes. a 








A Full Line of Women’s Novelty Shoes to retail from $3 to $5, including 
Welt Oxfords and Growing Girls’ Shoes in stock for immediate delivery! 


D. MYERS & SONS: INC- 


19 SOUTH HANOVER STREET «+ BALTIMORE, MD. 
[ty Clice House! 
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‘ LOOK FOR THE RED BALL MARK OF BETTER FOOTWEAR 


WOMEN'S ARIEL CROQUET — a strikingly graceful and beautifully styled Ariel that has an especial 
appeal to women who like fine things. 


MEN’S ARIEL CLOG—ample protection on damp WOMEN’S ARIEL FOOTHOLD—a light, stylish toe MEN’S ARIEL SANDAL—at last a rubber that 
days.Very light. Fits snugly overspats. Doesnotgap. rubber that is easily the finest of its type. men really like. It fits a surprising number of lasts. 


Artes / 


EASY TO LOOK AT... EASY TO WEAR .. . EASY TO SELL 


Bal{-Band feather-weight, unlined, satin -finish patented construction insures a snug fit without 
Ariels are instantly popular wherever shown. Men gapping. A demand that increases each year proves 
and women are both enthusiastic about such an that dealers find Ariels are fast-selling and unusually 
improvement over old-style rubbers. Ariels are so appealing to their customers. They stimulate rubber 
attractive that even when worn over the finest shoes sales, add to profits, and, at the same time, build 


there is no loss of trim appearance. An exclusive, customer good-will. Send for complete information. 


MISHAWAKA RUBBER AND WOOLEN MFG. CO. 
280 Water Street y Mishawaka, Indiana 


Gi BAND > 
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It’s FINISH that sells shoes 


And it’s the manufacturers who are pay- 
ing extra for the B. B. System of Finishing 
Upper Leathers who are doing everything 
within their power to make shoe sales 
easier for you. B. B. Finished Shoes have 
that natural lustre and sales-compelling 


eye-appeal which will clinch many a 


THE B. B. 





doubtful sale. More than 300 shoe manu- 
facturers are now using the B. B. System. 
If you want to see sales resistance reduced 
we suggest that you inquire as to whether 
or not the shoes you sell are now finished 
by this method. . . . Boston Blacking 
& Chemical Co., Cambridge, Massachusetts. 


SYSTEM 


OF FINISHING UPPER LEATHERS IN SHOE FACTORIES ‘4 
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No. 1477R, Brown Kid 
Two Toned Opera, Hand 
Turned, Brown Vici Lined. 
#-11, UC, DD, K.......92.60 


To GIvE YOU FASTER SLIPPER TURNOVER, 

















GREATER SLIPPER VARIETY AND 
BIGGER SLIPPER PROFITS... 


We Have Assembled the Largest 
Stock of Slippers in our History 


From now on, through the great slipper season, 88 styles will be immediately 
available from stock in a broad variety of patterns, colors, types and com- 
plete size runs. Here are Hand Turns and Cemented soles for men and 
ev boys—Padded soles for men and women, retailing profitably from $2.50 
to $5.00. 
The Colored illustrations in our latest catalog will facilitate order: 
ing. Send for your copy. 
No. 1506R, Black Full 
Grain Padded Sole Opera, No. 3212R, Tan Kid Cross 
Crepe Lined. Also stocked Strap Scuff, Kid Lined. ¢ 


in Brown, Blue, Burgundy. 6-11 (whole sizes only) 
6-11, D wide $1.50 81.25 
4 


No. 1305R, Tan Kid No. 1482R, Blue Kid, 

Opera, Cemented Sole. Also Hand Turned Opera, Patent 

stocked in Black, ’ Insert. Also stocked in 
‘ Lie 9 Green, Red 














MADE BY L. B. EVANS’SON COMPANY — WAKEFIELD, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 








BOOT AND SHOE RECORDER, October 27, 1934 


“86S I PRL LIRR LN RRA IAN IES 


WHAT BUILDS A BUSINESS? 


Satisfied customers—repeat business—are the true measure of the 
success of any retail store. It is equally true that the selling of qual- 
ity merchandise is the surest way to bring customers back—for good 
merchandise backs up every claim you make for it—gives more ser- 
vice than is expected. Cement your own customer relationships by 
selling fine footwear, for this insures longer wear, better fit, more 


comfort to your trade—and, equally as important, more profit to you. 
> > + 


The Florsheim Representatives are on the road with their showing 
of Spring and Summer Styles. One of them will be glad to call upon 


you without obligation. Just advise us when it will be convenient. 


In Stock 


Tue Tupor; S-558 in black calf; 
S-559 in brown 


TO RETAIL AT 


$075 


Most 
Styles 


ORSHEIM sxoz 


THE FLorsHEeImM SHOE Company e Manufacturers e CHICAGO 
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